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Co-op Ad Programs Grow in Number, 


Y&R Gains Gum 
in Life Savers, 


Beech-Nut Merger 


New Company Structure 
Assigns Food Products 
to Kenyon & Eckhardt 


New York, Aug. 1—Merger of 
Beech-Nut Packing Co. and Life 
Savers Corp. into a new corporate 
entity to be known as Beech-Nut 
Life Savers Inc. has been ratified 
by stockholders of both companies. 

The consolidation calls for the 
exchange of 1.2 shares in the new 
company for each share of Beech- 
Nut held, and one share in the new 
company for each share of Life 
Savers held. 

The merger was effective July 
31 and stock in the new company 
will be eligible for trading on the 
New York Stock Exchange Aug. 2. 


® Advertising for the new com- 
pany will continue to be handled 
by the agencies which served the 
individual companies before the 
merger (Kenyon & Eckhardt for 
Beech-Nut and Young & Rubicam 
for Life Savers), but there will be 
brand reassignments. 

The new company will be op- 
erated in two divisions, with Life 
Savers, Pine Bros. cough drops and 
Beech-Nut gum in one division 
and the food products (Beech-Nut 
baby food and Beech-Nut coffee) 
in the other. 

K&E will service the food divi- 
sion, and Y&R the candy and gum 
division. 

While no official figures are 
available on the advertising budg- 

(Continued on Page 30) 


Calkins and Baker 
‘Marry’ to Handle 


Boeing Business 


Seattte, Aug. 3—This week, 
Boeing Airplane Co. appointed 
Calkins & Holden, New York, to 
handle its advertising, succeeding 
N. W. Ayer & Son, effective Jan. 1, 
1957. 

In so doing, Boeing hastened the 
development of an unusual associ- 
ation between two agencies—a 
deal which had been brewing for 
some months before Boeing entered 
the picture with its $500,000 ac- 
count. 

The new arrangement involves 
Calkins & Holden and Frederick E. 
Baker & Associates, Seattle, in 
what has been variously called a 
“marriage,” an “integration” and 
an “affiliation” (but never a 
“merger’’). 


® Under its terms, C&H will use 
the Baker office, establishing key 
copy and production personnel 
there, and drawing on the talents 
of Baker’s local personnel in serv- 
icing the Boeing account. In ex- 
change, Baker will be able to use 
C&H creative talent and research 
in serving its own local and re- 
gional accounts. 

Both agencies were emphatic 
about going after other national 
advertisers in this area on the 
same basis. And both made the 
point that Baker will still be an 
independent agency. 

“We have felt for some time 
that there must be a solution to 
the problem which confronts ev- 
ery national advertiser headquar- 
tered in the Pacific Northwest,” 
said Frederick E. Baker, head of 
the Baker agency. “Namely, how 
to secure the finest possible crea- 
tive and production talents while 

(Continued on Page 77) 


Little Rider That Almost Passed ... 


llth Hour Cloakroom Footwork Nips 
Controlled Circulation Mail Rate Cut 


As Postal Increase Bill 
Lay Dying, Legislation 
Almost Slipped Through 


(Editor’s Note: The following de- 
tailed report on the postal rate re- 
duction that didn’t pass is pre- 
sented because it is an extremely 
interesting example of the devious 
methods by which legislation may 
develop in Congress.) 


WasHIncton, July 31—Postal 
rates on controlled circulation pub- 
lications will not be reduced, but 
it took some fast footwork by rival 
paid circulation papers to prevent 
Congress from voting the rate cut. 

The story involves two lobbyists, 
who shall be nameless, who were 
engaged in a frantic struggle dur- 
ing the final hours before adjourn- 

ment of the 84th Congress. 

: One of these men almost 
achieved the miracle of a postal 
rate uction which would have 
saved his clients an estimated 
$300,000 a year. But in the end he 
was frustrated by his adversary, 
who represented paid circulation 


business publications. 

This tale had its beginning back 
in the spring in the House post of- 
fice committee, which was then 
engaged in the early stages of the 
struggle to legislate higher postal 
rates. The bill under consideration 
did not affect controlled circula- 
tion publications. 


# But when the rate bill emerged 
from the House committee, a new 
section had been added setting a 
10¢ per Ib. rate on controlled cir- 
culation publications weighing 
over 8 oz. This was the same rate 
already in effect for controlled pa- 
pers weighing less than 8 oz., but 
a cut from an 11¢ per Ib. rate for 
the heavier publications. 

This section of the bill remained 
unchallenged during House debate, 
and the bill passed the House still 
containing the 1¢ per Ib. cut in the 
mail rate on controlled circulation 
publications. 

The postal rate battleground 
then shifted to the Senate, by 
which time the paid circulation 
publications had awakened to the 
fact that they were faced with a 

(Continued on Page 26) 


EDGE HEDGE—L-shaped Libby, Mc- 
Neill & Libby ads like this will 
appear in newspapers this fall. 
Batten, Barton, Durstine & Osborn, 
Chicago, is the agency. 


Libby Newspaper 
Units Border on 
Monopoly—of Page 


Cuicaco, Aug. 2—Not entirely 
without difficulties, Libby, Mc- 
Neill & Libby has scheduled a fall 
newspaper campaign using L- 
shaped ads, extending down the 
full length and across the full 
breadth of the bottom of a page. 
The vertical leg of each ad is two 
columns wide; the horizontal leg 
is about the same depth. 

A total of 38 papers in 36 mar- 
kets appears on the schedule for 
the b&w campaign, which will 
start in September and continue to 
the end of May, 1957. The promo- 
tion features Libby’s Golden Dia- 
mond Sweepstakes, with a top 
prize of a $40,000 “dream house,” 
built anywhere in the U.S. on the 
winner’s property. In addition, 18 
new Fords will be given away. 

Also, four-color Sunday roto ads 
will appear in most cities, where 
available, and radio will be used. 

Batten, Barton, Durstine & Os- 


| 1950 and 1954, most companies a | 


Size, Productivity, 


Users Say Co-op Spurs | 
Dealers, Abets National 
Ads, Wins Local Rates 


New York, July 31—Between| 


} 


creased the share of their total ad- 
vertising budgets spent on coopera-| 
tive advertising. And almost as) 
many companies embarked on co- | 
operative advertising in the 1950- | 
54 period as in the entire pre-1939 | 
period. 

These are some of the highlights 
of “Trends in Cooperative Adver-| 


Bottomly Cancels 
‘Boston Post’ Bid; 
Strife Continues 


FDR Jr., N.Y. Group 
Reportedly Eye Buy; 
‘No Sale,’ Fox Says 


Boston, Aug. 2—The Boston 
Post continued to make as well as 
purvey news this week. Haggling 
on three fronts, preliminary to the 
Aug. 10 court hearing of two cases 
involving the 125-year-old daily, | 
livened the scene on _ twisting! 
Washington St., and the affair 
even developed a beachhead in 
New York. 

These were the developments: 


e John S. Bottomly, Boston law- 
yer who headed a group dickering 
for the newspaper, withdrew his 
bid, charging that John Fox, the 
publisher, and Post Publishing Co. 
had “broken their option agree- 
ment.” 

Among other things, he said, 
“Mr. Fox was not accurate in his 
statements to me concerning the 


born, Chicago, is the agency. 


(Continued on Page 8) 


Last Minute News Flashes 


Coca-Cola Uncertain About Marketing Fanta in U.S. 
New York, Aug. 3—Coca-Cola Export Corp., which is marketing a 


fruit-flavored non-cola drink in Australia and Italy, told AA today 
that it is not an experimental, but a bona fide operation of the com- 
pany. The beverage, called Fanta, is being sold at competitive prices 
in Brisbane, Perth, and Naples in two flavors, orange and lemon. It 
is bottled by independent Coca-Cola bottlers from raw materials sup- 
plied by the Coca-Cola Co. Local newspaper and outdoor advertising 
is being used. It is planned to extend sales to other foreign markets, 
the company said, but whether the drink will be introduced into the 
U.S. has not been decided. 


Hoyt Gets A. S. Harrison, Elizabeth Arden Accounts 


New York, Aug. 3—A. S. Harrison Co., South Norwalk, Conn., man- 
ufacturer of Preen and other specialty wax products, is moving its ac- 
count from Martin L. Smith & Co. to Charles W. Hoyt Co. Eliza- 
beth Arden Sales Corp., cosmetics manufacturer, also moved its ac- 
count to Hoyt Aug. 1, from Kastor, Farrell, Chesley & Clifford. 


Louis Hagopian Is Named Plymouth Ad Director 


Derrorr, Aug. 3—Louis T. Hagopian, formerly eastern new car sales 
manager of the Dodge division of Chrysler Corp., has been named di- 
rector of acvertising and sales promotion of the Plymouth division. 
Mr. Hagopian joined the Dodge division in October, 1953. Prior to that 
he had been a district sales manager of Pontiac Motor Car Co. Bruce 
E. Miller, former Plymouth director of advertising and merchandising, 
resigned in June to join Foote, Cone & Belding as account executive 
on Ford Motor Co.’s special products division account (AA, June 25). 


(Additional News Flashes on Page 177) 


ANA Study Shows 


tising Policies and Expenditures,” 
published by the Assn. of National 
Advertisers. It represents the col- 
laboration of ANA with Dr. Roland 
L. Hicks, assistant professor of 
advertising at Pennsylvania State 
University. 

Dr. Hicks wrote the question- 
naire on which the survey is based, 
analyzed and tabulated it in the 
course of preparing his doctoral 
thesis (“An Analysis of Prevailing 
Advertising Practices with a Con- 
sideration of Some of the Problems 
Involved in Using Cooperative 
Advertising”). 

The survey covers reports from 
185 ANA members—slightly less 
than half of the 400 companies in 
ANA’s Cooperative Advertising 
Group. Its findings are broken 
down into product groups, which 
helps in comparison, when such 
disparities as 5% for petroleum 
companies and 30% for appliances 
are encountered. 


® Here are some of the highlights: 

Over-all, the median among 79 
companies was co-op expenditure 
representing 15% of total ad budg- 
et in 1950. In 1954, the median 
for 105 companies was up to 18%. 

About 75% of the respondents 
have used cooperative advertising; 
those who did not say (a) it isn’t 
useful for their product, (b) it is 
better to use national advertising, 
(c) cooperative advertising cannot 
be controlled. 

More than one-third of the re- 
spondents—36%—began using co- 
op advertising in the period since 
1950; about half began in the past 
decade. Few co-op programs date 

(Continued on Page 73) 


Robbe Resigns as 
Lorillard A.M. 
After Exec Shifts 


Whitmore Will Step Up 
from Kent Ad Manager 
Post to Succeed Robbe 


New Yorx, Aug. 2—Important 
management, marketing and ad- 
vertising changes are in the mak- 
ing at P. Lorillard Co., maker of 
Old Gold and Kent cigarets. 

As previously reported (AA, Ju- 
ly 30), the oldest U.S. tobacco com- 
pany a week ago named Lewis 
Gruber, formerly vp and sales di- 
rector, president to succeed Wil- 
liam J. Halley, who moved down to 
head the company’s finance com- 
mittee. A month ago, Alden James 
resigned abruptly as advertising 
director and was promptly re- 
placed by Manuel Yellen, formerly 
Lorillard’s West Coast sales man- 
ager. 

This week, Fred G. Robbe, who 
left Young & Rubicam after ten 
years in 1950 to become advertis- 
ing manager of Lorillard, resigned 
without explanation. However, he 
told AA that because of the chang- 
es now taking place at the tobacco 

(Continued on Page 73) 
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Retailers Blast 
Baltimore Beer 


Price Increases 


Out-of-State Brewers 
Are Urged to Enter 
Market; Carling Does 


Battrmore, Aug. 1—The Metro- 
politan Baltimore Licensed Bev- 
erage Dealers Assn., up in arms 
over a 7% increase in wholesale 
beer prices just announced by 
three major Baltimore breweries, 
has issued a public invitation for 
out-of-state breweries to extend 
operations into Maryland. 

According to Nathan Polski, 
president of the local tavernkeep- 
ers’ and package goods dealers’ as- 
sociation, the increase comes to 
about 20¢ per case of 24 bottles 
over the current wholesale price of 
$2.58 and is the third price in- 
crease on local beer in three years. 

National Brewing Co., Gunther 
Brewing Co. and American Brew- 
ery assert that the price jump was 
made necessary because of sharp- 
ly rising manufacturing costs. 
They also point to similar whole- 
Sale beer price increases in Cali- 
fornia, Florida, Pennsylvania, New 
York and Ohio. 


® The beer dealers and dispensers, 
who insist they absorbed an in- 
crease oi 38¢ per case more than 
two years ago and a 3¢ hike earlier 
this year, protested that they can- 
not abserb this latest jump and 
must pass it on to the consumer. 
This, they contend, will put the 
price of local beer close to what 
they charge for popular out-of- 
town brands. 

Mr. Polski told ADVERTISING AGE 
that the average Baltimore neigh- 
borhood tavern charges 22¢ or 23¢ 
for local beer, and 25¢ to 30¢ for 
out-of-state brands. 

He predicted that with the new 
wholesale price increase, no local 
tavernkeeper could afford to 
charge less than 25¢ per bottle for 
local beer. 

Globe Brewing Co. announced 
that the price of Arrow Beer will 


(Continued on Page 74) 


P&G Contest Offers 
16 Tons of Coppers— 
Makes a Lot of Cents 


New York, Aug. 1—It had to 
come—giving away 16 tons of 
money, that is. 

That’s what Procter & Gamble 
plans on doing. The announcement 
will be made in September mag- 
azines, including Ladies’ Home 
Journal and The Saturday Evening 
Post. 

Actually, P&G’s new pink Dreft 
will give the dough away. It scales 
in at $46,400 for first prize. P&G 
says that’s what 16 tons of pennies 
are worth. 

The winner will merely have to 
write the best fourth line to end 
the following: 

Keep Dreft by the washer. Keep 
Dreft by the sink. 

Its lotion-soft suds clean quick 
as a wink. 

And nothing leaves hands so 
pretty to see 

P&G says there will be 16 tons 
of second prizes. (This breaks 
down to ten Ford Fairline sedans.) 


® Dancer-Fitzgerald-Sample, the 
16-ton agency, is also handling a 
contest for General Mills’ Gold 
Medal flour (see story on 
Page 42). This one offers a $25,000 
grand prize for answers to these 
questions: “What day of the week 
is 1956 Presidential election day? 
How old must the President be 
when he takes office? What state 
has the most electoral votes? What 
amendment to the U.S. Constitu- 
tion to women’s voting? 
Give a political nickname for each 
of these familiar political symbols 
(there follows a drawing of the 
heads of an elephant and a don- 
key).” 


Sherwood to Sloane-Delaware 
Sandra L. Sherwood has been 
named. publicity coordinator of 
Sloane-Delaware Floor Products, 
New York. Formerly with Curtis 
Publishing Co. and House Beauti- 
ful’s Building Manual, Miss Sher- 
wood succeeds Lerrick & Co. 


Dowd. Redfield Gets Flav-R 
Flav-R Straws Inc., New York, 
has named Dowd, Redfield & 
Johnstone to handle advertising of 
“the straws with built-in flavor.” 


Andrea Doria Sinking Reminds Readers of 
‘Creative Man’ Travel Advertising Analysis 


Cutcaco, Aug. 1—Two AA read- 
ers with good memories this week 
recalled a “Creative Man” com- 
mentary on an advertisement for 
the Andrea Doria, which sank last 
week in the Atlantic. 

“It was an astute analysis of 
travel advertising. . .” said Sam R. 
Fogel, creative director of Cock- 
field, Brown & Co., Vancouver, in 
his letter to AA. Richard Sklar, a 
copywriter at WINS, New York, 
likewise wrote, calling attention to 
the “strangely prophetic” column. 


® The column about the Andrea 
Doria appeared in AA, Jan. 19, 
1953, and carried the headline, 
“Will She Get Us There?”. In it 
the Creative Man zaid: 

“ ‘Every mural,’ the ad tells us, 
‘every tapestry, every rug and 
chair ... . each exquisite bit of 
glassware and every glowing tile 
is the work of craftsmen.’ This, it 
strikes us, is all very well and 
good, but all these things we can 
appreciate and enjoy on dry land. 
What we'd. like to know is—who 
laid her keel? Who riveted her 
plates? If we put to sea, we want 
to put to sea in a ship, not a high 
class department store. © 


a “...Before we book passage 
we want to be reassured that the 
thing will stay afloat, that she 
won't crack or come apart at the 
seams in a heavy storm, that the 


é hd 


people who man her know some- 
thing about navigation and sea- 
manship. We'd also like a little 
inkling of where the ship will take 
us. We like to admire and appreci- 
ate exquisite bits of glassware and 
even glowing tiles—but only after 
we have attained the confidence 
that comes only from knowing 
what’s under us, where we are go- 
ing and the ability of the people 
to whom we have entrusted our 
lives to get us there.” 


ee, PER ois. ak 
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FASHION AND HUMOR—This eye catching spread, which will appear in 
Life Dec. 3, will break Rolfs’ new fashion-conscious advertising for 
its billfolds. Weiss & Geller prepared the campaign. 


Saleswise, Rolfs Expects to Gain by 
Making Billfold Buyers Fashion Wise 


Curcaco, July 31—‘“Stop any 
well-dressed executive-looking 
type walking down Michigan Ave. 
and ask to see his billfold. I think 
you'll find in almost all cases it’s 
a beatup functional hunk of leath- 
er. Until now, no billfold maker 
has tried to sell from the fashion 
angle.” 

Thus dapper Irv Auspitz, exec 
vp of Weiss & Geller, which han- 


Purex, Manhattan 
Soap Managements, 
Operations Merge 


New York, Aug. 1—The Purex 
Corp., South Gate, Cal., and the 
Manhattan Soap Co., New York, 
have “integrated” the manage- 
ment and manufacturing opera- 
tions of their companies. 

An agreement to this end was 
signed in May (AA, May 21), 
when it was disclosed that Purex 
would acquire all Manhattan stock 
and that the- Purex and Manhat- 
tan lines would be combined, 
“particularly in selling, distribu- 
tion and advertising.” 

A spokesman for Purex said 
there are “no plans now for any 
change in advertising agencies.” 
Foote, Cone & Belding, Los An- 
geles, Weiss & Geller, Chicago, 
and J. J. Gibbons Co., Toronto, 
handle Purex products. Scheideler 
& Beck, New York, handles Man- 
hattan. 

Oscar M. Burke and Frank A. 
Burke Jr., who head Manhattan, 
will become officers and directors 
of Purex at that company’s next 
regular meeting. 

Fairbanks Soap Co., Toronto, a 
subsidiary, will continue under its 
present Canadian management but 


§ | will coordinate sales and advertis- 


ing with Purex Corp. Ltd., of To- 
ronto, which markets Old Dutch 
cleanser and Old Dutch bleach. 


® Purex brands include liquid 
bleach and a dry chlorine bleach 
called Beads O’Bleach. It also 
markets Trend and Old Dutch 
cleanser. Manhattan turns out 
Sweetheart soap, Blu-White and 
Pro-Tex, a new deodorant bar 
soap now in test markets. 

Purex said it will adopt a policy 
of direct sales representation for 
all Purex and Manhattan brands 
beginning Oct. 1. Purex has sold 
its products nationally through 82 
food brokers and its own sales 
force. Manhattan has sold directly. 
The new sales organization will be 
headed by Robert F. Sharp, vp and 
general sales manager. 


‘Weekend’ Raises Rates 

Weekend, Montreal, has issued 
a new rate card, effective with the 
issue of Jan. 5, 1957. The page rate 
goes up from $5,350 to $5,565. 


dies the Rolfs account, explains 
the new campaign for Rolfs bill- 
folds scheduled to break this fall. 


= “Almost every other maker of 
men’s accessories has tied in with 
men’s fashions: belts, watches, ties, 
handkerchiefs, shoes,” Mr. Aus- 
pitz continued, ticking off the list 
on his fingers. “But billfold makers 
have stuck in the same rut all 
these years, putting out and ad- 
vertising a utilitarian product. You 
know the ads; ‘Buy him a wallet 
for Christmas’ type thing. 

“Consequently, department 
stores and men’s wear stores carry 
a counter with all kinds of billfolds 
displayed, and the wife goes down 
and paws around, undecided, for 
a long time before picking out a 
gift. This costs the store in terms 
of space and the clerk’s time. 


= “But we plan to put an end to 
that. Now, here,” Mr. Auspitz said, 
pulling out a proof of a spread due 
to go into Life’s Dec. 3 issue, “is 
the ad we break the campaign 
with. Notice how we play up the 
fashion angle on the right hand 
side with a color page pushing the 
idea of three kinds of men and 
three kinds of wallets, to suit the 
kind of clothes they ordinarily 
wear: the casual type, the formal 
type and the outdoor type. We’ve 
made up little display pieces, that 
go with the billfold, showing these 
three types of men. So the little 
woman comes along to buy a wal- 
let, and here on the counter are 
the billfolds, plainly marked for 
the type of person she has in 
mind. Maybe she’ll even be struck 
by the idea that some of these bill- 
folds will suit other men on her 
gift list as well.” 

The left hand side of the spread 


(Continued on Page 74) 


Advertising Age, August 6, 1956 


Tie-Ins Enrich 
Sales Flavor of 
1956 Politics 


$25,000 Political Quiz 


Makes General Mills 
Biggest Tie-In ‘Sponsor’ 

Last week, AA reported at length 
on what the five national network 
radio and tv sponsors will be of- 
fering during their coverage of the 
56 political conventions and cam- 
paign. But that promises to be 
only the half of it. Here’s a run- 
down of some of the other com- 
mercial tie-ins with this year’s 
two-month political spectacular. 

Cuicaco, Aug. 1—Once con- 
,sidered as touchy for advertisers 
to handle as a wet wall socket, 
politics—1956 style, at least—is 
turning out to be one of the like- 
liest sales vehicles since tv dis- 
covered wrestling. 

Since they made the great dis- 
covery during the ’°52 political 
conventions, admen have been 
brooding over it, and now they’re 
trotting out  politically-oriented 
“tie-in” promotions from all 
corners of the ad world. All of 
them, of course, are timed for the 
56 conventions and campaign, and 
their range extends from direct\ 
mail gimmicks to convention 
booths and exhibits and on to full- 
scale national promotions. 

All this is outside the charmed 
circle of national network radio 
and tv sponsorship. (Or it should 
be, unless some of the promoters 

(Continued on Page 42) 


General Foods’ Ad 
Spending Double 
Measured Figure 


Curcaco, Aug. 1—The insuffi- 
ciency of data on just how much a 
single company spends on adver- 
tising was underscored by the 
story ADVERTISING AGE carried last 
week reporting General Foods’ ad 
investment for 1955. 

The $75,000,000 figure quoted by 
Charles G. Mortimer, president of 
the food company, is a whopping 
$38,632,675 more than the $36,367,- 
325 that GF spent in media meas- 
ured by Publishers Information 
Bureau, Bureau of Advertising and 
Outdoor Advertising Inc. carried 
by- AA in its May 28 issue along 
with ad expenditures for the other 
99 top advertisers. The media in 
which General Foods spent $36,- 
376,325, according to PIB, BofA 
and OAI figures, are newspapers, 
magazines, network tv and out- 
door. In addition, GF spent $751,- 
971 in network radio during the 
first seven months of ‘55 (PIB 

(Continued on Page 79) 


sHiwet—F. C. Chadwick, pr director of the Hawaiian Telephone Co., 
takes over as president of the Honolulu Advertising Club. The out- 
going president, Don Woodrum (left), partner in Woodrum & Car- 


ney & Staff, congratulates the new adclub head. 
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Reach, Yates 
Expects to Bill 
$8,000,000 in ‘56 


New York, Aug. 1—Reach, 
Yates & Mattoon—an agency 
which now employs neither Yates 
nor Mattoon—expects to bill about 
$8,000,000 this year, according to 
the survivor of the triumvirate, 
Charles Dallas Reach, board chair- 
man. 

Mr. Reach, who pointed out that 
the shop enjoyed a $5,500,000 year 
in 1955, told AA that the agency 
added three clients recently, with 
combined billings of about $900,- 
000. He declined to name them till 
after Labor Day “because of pres- 
ent commitments to other agen- 
cies.” However, he said two are 
consumer goods advertisers and 
the other is an institutional ad- 
vertiser. 


® Mr. Reach would not comment 
on the reasons behind the recent 
resignation of President Henry A. 
(Ham) Mattoon (AA, July 30), 
nor the January departure of 
James Yates, exec vp. He said, 
however, that he is opposed to the 
agency’s reverting to its old name 
of Charles Dallas Reach Co. “That 
would imply a one-man shop,” he 
explained, “and the day of the 
one-man agency has given way to 
the team operation.” The shingle 
will go on saying Reach, Yates & 
Mattoon, at least for the present. 

According to Mr. Reach, the res- 
ignation of Mr. Yates came at the 
same time as that of Sid J. 
Schwinn, who was the “catalyst” 
in 1953 in bringing Messrs. Mat- 
toon and Yates together with Mr. 
Reach. Mr. Schwinn’s name never 
appeared on the agency roster, but 
he was a consultant and a director, 
and he held stock in the agency. 

(Continued on Page 79) 


Buyer Enrolment 
at Summer Gift 
Mart Is Up 29% 


Cuicaco, Aug. 1—Any early 
feelings of worry by the giftwa 
industry after an unusually oa 
summer home furnishings market 
in June were quickly dispelled as 
the semi-annual Chicago gift show 
and china and glass market opened 
here Sunday at three locations. 

Early totals (Sunday through 
Tuesday) at the Merchandise Mart 
showed registrations up 29% over 
the show last August, and Mart 
officials, projecting these figures, 
estimated the show will wind up 
the “biggest in many years.” 

At the Palmer House and La- 
Salle Hotels, buyer registrations 
through Tuesday were running 
about 1,000 ahead of last August, 
the best market on record, totaling 
5,349. Most exhibitors are looking 
forward to a new high attendance 
record when the two-week con- 
clave winds up. 

Not only were more buyers com- 
ing to browse, but they also seemed 
in a buying mood. William Ander- 
son, of Rubel & Co. and president 
of the Mart’s 15th Floor Merakan- 
disers Club, estimated that orders 
being written at the show are up 
a minimum of 10% over last Au- 
gust. Several manufacturers inter- 
viewed said their business is up 
as high as 17% to 20% over last 
summer’s show. 


s Buyers, on the other hand, have 
been greeted with a vast variety 
of merchandise with prices steady 
except for scattered 5-10% in- 


(Continued on Page 79) 


CHRISTMAS TIME—This center spread in the Nov. 24 Saturday Evening 
Post will recommend General Electric Telechron clocks for “every- 
one on your Christmas list!” The ad will climax a three-month cam- 
paign running in Sunday supplements and magazines from Sep- 


tember through Christmas. N. W. 


Ayer & Son, Philadelphia, is the 


agency. 


GE Sets Push for 
Snooz-Alarm, Other 
Telechron Models 


ASHLAND, Mass., July 31—Elec- 
tric alarm clocks will “wake you 
for sure.” This will be the theme 
of General Electric’s Telechron 
campaign for fall, the “most ex- 
tensive” in the 40-year history of 
electric clocks. Magazines and 
Sunday supplements will be used. 

The campaign will break Sept. 9 
in 77 key cities with color half 
pages in the First Three Markets 
Group, This Week Magazine, 20 
independent supplements and 24 
r.o.p.s. This same group will carry 
two more half pages in the fall, 
plus a color page in December. 

Color pages also have been 
scheduled in the October, Novem- 
ber and December issues of Read- 
er’s Digest, with a color spread in 
the Nov. 24 issue of The Saturday 
Evening Post. 

Featured merchandise will in- 
clude the Snooz-Alarm, a “new 
repeater alarm that calls and calls 
again”; the Videoclock, which 
turns on tv sets and other appli- 
ances, and the Harlequin, an 
alarm available with a selection of 
brightly colored cases. 


= According to Edwin C. Pease, 
merchandising manager for GE 
Telechron, a strong aspect of the 
program will be local newspaper 
advertising placed by distributors 
through retailers under GE’s co- 
operative plan. It is anticipated 
that linage will be equal approxi- 
mately to that placed on the na- 
tional level. The co-op plan also 
allows use of radio, tv, and other 
media, including point of purchase. 
Advertising preprints and other 
promotional materials will be 
shipped in August. 

Four special display units are 
also available to dealers through 
their distributors. 

N. W. Ayer & Son, Philadelphia, 
is the agency. 


Buffalo Store 
Likes Agency as 
Its Ad Department 


BurraLo, Aug. 1—After three 
months of experiment, Flint & 
Kent is generally well satisfied 
with its new advertising setup 
under which the department 
store’s ad department was elim- 
inated and the entire operation 
placed in the hands of an agency. 

Charles Jack Hahn, president of 
Flint & Kent, described results to 
date as “very good” and said the 
store plans to continue with the 
new setup indefinitely. He admit- 
ted there were “some problems” 
that cropped up in the beginning, 
but their solution came quickly. 

“The transition actually has been 
easier than we anticipated,” said 
Mr. Hahn. “It is difficult to de- 
termine if the new system is more 
economical. On a cost basis, I'd 
say it’s about even with the old 
setup. But we are getting a much 
better quality of advertising; we 
have the benefit of more profes- 
sional people.” 


s Henry Weil, of Gotthelf & Weil, 
the agency with which the store’s 
account was placed, also expressed 
satisfaction with the way the new 
system of store advertising is 
working out. 

“The operation has functioned 
with surprising ease,” said Mr. 
Weil. “We have been fortunate in 
keeping our contacts down to only 
two store executives, the general 
merchandise manager and the pro- 
motion manager. This streamlines 
the whole operation and eliminates 
unnecessary and confusing contact 
with numerous buyers and other 
store people.” 

In initial stages of the program, 
there were more numerous con- 

(Continued on Page 79) 


Per Barrel Beer Ad | 
Costs Drop 25% in ‘55 


AA Study Shows Tiny 
Increase in Ad Spending, 
Hefty Growth in Sales 


Curicaco, Aug. 2—Last year 
the top 23 brewers in the U.S. 
spent slightly more money in the 
measured advertising media—and 
sold substantially more beer and 
ale—than they did in 1954. 

The brewers spent $41,451,905 
in advertising in 1955 to sell 


Five More Consumer 
Books, ‘Progressive 
Farmer’ Raise Rates 


New York, Aug. 2—Five mag- 
azines—Charm, Holiday, Ladies’ 
Home Journal, Parents’ Magazine 
and Sports Afield—this week were 
added to the mounting roster 
of those scheduling advertising 
rate boosts for early next year. 
Since July 16, AA has reported 
more than 20 other consumer mag- 
azine rate increases. 

A farm publication—Progressive 
Farmer—also joins the list of pub- 
lications advancing rates. All five 
cited increased production costs 
as principal cause of the increases. 

Charm, starting wtih the Janu- 
ary, 1957, issue, will hike its b&w 
page rate to $2,700 and four-color 
rate to $3,950. Present page rates 
are $2,550 and $3,600, respectively. | 
The circulation guarantee will re-| 
main the same, 650,000. 

Holiday’s b&w page rate will go; 
from $4,880 to $5,320, based on in- 
creased circulation base of 825,000, 


53,310,000 bbls. of beer and ale. 
This compares with advertising 
expenditures of $41,263,357 in 
1954—an increase of only .45% in 
1955. However, the average cost 
per bbl. in 1954 was 89.2¢ com- 
pared to only 66.7¢ in 1955, a drop 
of 25.2%. e 

Sales were up 15.2% or 7,062,000 
bbls. over the 1954 figure af 46,- 
248,000 bbls. 

ADVERTISING AGE developed 
these figures in its annual survey 
of the brewing industry. Media 
expenditures measured by Pub- 
lishers: Information Bureau and 
the Bureau of Advertising, ANPA, 
and outdoor spending compiled 
for the second year by Outdoor 
Advertising Inc., were tabulated 
for those brewers who sold 1,000,- 
000 bbls. or more of beer and 
ale in 1955, according to the Re- 
search Co. of America study. 


8 The above figures include two 
new brewers this year—National 
and Coors. Schenley Industries’ 
Blatz brand is also included as in 
the past, although its sales dropped 
below the 1,000,000 bbl. mark in 
1954 and again last year. 

The table accompanying this 
story shows brewers, listed in 
order of number of barrels sold in 
1955, giving total advertising ex- 
penditures and ad costs per barrel 
and per case. 

In the battle for first place, 
Schlitz scored a victory when it 
took back the lead from Anheuser- 
Busch after a two-year hiatus 
(AA, June 25). Last year, Schlitz 
sold 5,780,000 bbls. of beer and ale 
and spent $7,450,861 in advertising 


effective with the February, 1957,|t0 do it. Its ad cost per bbl. was 


issue. A four-color page will be) 
$7,885, up from the present $7,235. 
Circulation for the first six months 
of 1956 is estimated at more than 
875,000 by the publisher. 
Ladies’ Home Journal advances 
(Continued on Page 74) 


$1.29, down from $1.35 in 1954. 
Close behind in sales volume 
was Anheuser-Busch, with total 
sales of 5,617,000 bbls., down from 
5,829,000 bbls. in 1954. Its adver- 
tising was considerably reduced 


(Continued on Page 46) 


Housing Market Saturated?—It's Hardly 
Been Tapped Yet, Says ‘Practical Builder’ 


Cuicaco, Aug. 1—In spite of a 
decade of boom in the building 
industry, the market for new hous- 
ing has still hardly been scratched, 
according to the light construction 
trade publication, Practical Build- 
er. 

In the first of a series of nine 
meetings with building materials 
suppliers and their advertising 
agencies, to be held across the 
country, J. M. Lange, executive 
editor and assistant publisher, and 
S. J. Hoganson, promotion-re- 
search director, presented a bat- 
tery of figures to support their 
argument that the need for hous- 
ing is at least as great as when 
the boom started—in 1945. 

In summary, here are some of 


Highlights of This Week's Issue 


Ad allowances to grocers result in 
poor ads, Progressive Grocer ed- 
SOGP COON 5 sc 0 bvess ...Page 14 

National Distillers launches busi- 
ness paper drive aimed at deal- 

Pee Ly ee es Page 20 


Tide leading soap downstate, 
other product leaders ..Page 24 
Student Marketing Institute sets 
up continuing survey of college 
students 
Florida legislature ponders bill 
to curb fraudulent real estate 


Canada applies anti-dumping law 
to subsidized U.S. cotton prod- 
WORN. ok 5k tds sees ..Page 35 

Builder for oil, chemical, atom 


Family buying plans are often up- 
set by emergencies, Chatelaine 
points out 

New York Stock Exchange says ads 
helped it increase shareholders 
33% in four years 


Mass media help reduce the con-/ ¢) 


sumption they try to promote, 
William Albig writes ...Page 46 
Poor distribution raises cost of 
food in Europe, Herbert Webb 
gg Sy ee Pa ..... Page 56 


Seven Pacific Coast brewers join 
in drive to boost regional 


REGULAR FEATURES 


Advertising Market Place .............6.00. 
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Editorials 
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Looking at Radio BTV oo...ccccccccccnenl 
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Tips 


Producti 64 
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their main points: 


e Even though 11,000,000 new 
homes have been built since °45, 
the age of the average house is 
still 25% greater than it was in 
1930. 

e As a result, this is “a nation of 
old homes”—77% are more than 
10 years old; 50% are over 30 
years old. 


e This means a huge field for 
(Continued on Page 6) 


APPEAL TO YOUTH-——In order to catch 
up with the growing crop of new 
beer drinkers, Jacob Ruppert, New 
York, is introducing into its adver- 
tising a couple called “Nick and 
Nicky,” and also has knocked a 
few years off Father Knickerbock- 
er. Warwick & Legler is the agency. 
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In ‘55 TV Revenues Were 
$744,700,.000, FCC Says 

The nation’s television broad- 
casters took in $744,700,000 in rev- 
enues in 1955, and retained out of 
it an income (before federal in- 
come tax) of $150,200,000, accord- 
ing to Federal Communications 
Commission figures. This compared 
with $593,000,000 in 1954 revenues, 
out of which came an income of 
$90,300,000. 

Four networks (DuMont still op- 
erated until September, '55) and 
their 16 owned stations accounted 
for $374,000,000 in revenues last 
year. Revenues for all other sta- 
tions came to $370,600,000. For 103 
uhf stations, revenues totaled $28,- 
500,000, on which the uhfs suffered 
a loss of $45,000,000. 


WAFEB Joins ABC Radio 

WAFB, Baton Rouge, La., has 
affiliated with ABC Radio. The 
station also will continue to carry 
Mutual programs. ABC’s former 
Baton Rouge affiliate, WLCS, is 
going independent. 


Starch Says TvB’s Treyz Quoted Newspaper 
Figures ‘Accurately but Not Completely’ 


New York, Aug. 2—You will 
probably be hearing quite a little 
more about the use of Starch fig- 
ures by the Television Bureau of 
Advertising. 

Out in Denver a couple of weeks 
ago Oliver Treyz, TvB president, 
took a backhand swipe at the Den- 
ver Post and newspapers general- 
ly, claiming to detect a decline 
quantitatively and qualitatively in 
newspaper reading. In support, he 
cited Starch studies on the Post, 
singling out supermarket ads for 
particular attention. 

Post executives had no comment, 
although the Post figures tell an 
interesting story. As of March, 
Post circulation is up to 254,120 
from 244,045 a year before; 
through the first quarter of the 
year, the newspaper carried 2,951,- 
554 lines of retail advertising vs. 
2,936,733 in the comparable period 
of 1955, and in national it carried 
1,121,487 lines in 1956’s first quar- 


ter vs. 931,021 in 1955. 


® In New York, Stan M. Sargent, 
vp of Daniel Starch & Staff, took 
a gentle view of the affair. He said | 
Mr. Treyz had quoted the Starch 
figures accurately “but perhaps 
not completely.”” He went on to say 
that Starch figures—in his opinion 
—indicate no decline in newspaper 
reading. He called attention to 
normal fluctuations, sample size 
variations, and differences in ad- 
vertisements appearing in the 
newspapers as reasons for the 
variations in noting scores. 

And he said it would be possible, 
using Mr. Treyz’ figures plus some 
he did not use, to get sharply dif- 
ferent conclusions. 

Reporters working on the story 
noted some fairly startling varia- 
tions in the figures. For instance, 
here are Starch scores on women 
noters-per-dollar on national ads 
in the Denver Post for two com- 


THE OMAHA WORLD-HERALD 
SELLS KIMBALL, NEBRASKA 


© for 


Coverage — 58% Daily — 75% Sunday 


Just 1 of the 650 Nebraska and Western 


lowa Communities Where The World-Herald 
can make your sales and advertising effective. 
Get the details on how you can use this single medium—The 


World-Herald—to sell this 2 billion dollar market . . . contact 
O’Mara & Ormsbee, or write the National Advertising Depart- 


445 Miles from Omaha 


ment of The World-Herald. 


Omaha 
World-Herald 


253,647 Daily 


Publisher's Statement for March 31, 1956 
O’Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * Los Angeles * Sen Francisco 


Pa No. 11 in a Series Oe 


264,886 Sunday 


Advertising Age, August 6, 1956 


supermarkets in the Boston area 


No.of Av. A&P 
A&P Ads Ad Size 
rated* (lines) 
8 1,785 
12 2,353 
10 2,196 
1954 9 2,460 
1955 10 2,520 
Per cent change 
"51-55 +41% 


of 


1951 
1952 
1953 


57 
55 
52 
48 


am 


What TvB Is Saying About A&P 


The following figures were developed by the TvB from Starch 
readership trends figures on the Boston Traveler. The table 
forms part of a presentation that TvB is planning to make to 
. To date, the figures have been 
shown only to some advertisers. 
Women’s 
Readership 


noted read-most noted read-most 
52% 


*This includes all A&P advertisements 
Starch-rated in the Boston Traveler. 


Women 
Readers-per- 
A&P Ads Dollar of A&P Ads 


144 
131 
117 
93 
67 


243 
179 
160 
138 
111 


32% 
42 
40 
35 
29 


—9 —i4% —53% 


parable periods: 
February 1956 
February 1955 

In 1956, Starch studies are being | 
conducted on 5 newspapers: e' 
Los Angeles Herald-Express and | 
the Philadelphia Inquirer are be- 
ing studied 12 times a year, once 
a month; the Boston Traveler and 
the Houston Post are being studied 
eight times a year (February- 
March-April-May; June-Septem- | 
ber-October-November), and the} 
Denver Post four times a year | 
(February-April-October-Novem- | 
ber). 

The times of the surveys also 
vary: the Denver Post and the 
Boston Traveler seem to be studied 
early in the month, the Houston 
Post and the Los Angeles Herald- 
Express generally in the middle of 
the month, and the Philadelphia 
Inquirer at the end of the month.) 


= And then there was one other 
little item which may have con- 
fused some people during the TvB 
tour. In Denver, Mr. Treyz told ad- 
men how the Post’s average super- 
market ad, “including A&P, Piggly 
Wiggly and Safeway Store, is 
down 21%.” This, it was pointed 
out, was most remarkable, since | 
A&P doesn’t operate in Denver. 


Sudler Adds Two, Drops One 

Sudler Co., Beverly Hills, Cal., 
has been appointed to handle ad- 
vertising for Henry Engineering 
Co., Burbank model plane manu- 
facturer, and Dumas Products, 
Tucson model boat kit manu- 
facturer. The agency has resigned 
the Cheminol Corp. account. 


Ruthrauff & Ryan Names 
Orthwein, Deasy in L.A. 
Ruthrauff & Ryan has appointed 
David Orthwein an account exec- 
utive and Warren Deasy copy di- 


pe 


Warren Deasy David Orthwein — 


rector of the radio-tv department 
in its Los Angeles office. 

Mr. Orthwein formerly was an 
executive with Compton Advertis- 
ing, Knox Reeves Advertising and 
Brooke, Smith, French & Dorrance. 
Mr. Deasy previously was with 
Advertising Counselors, Seattle. 


Nolen Named President 
Herman C. Nolen, who has been 
exec vp in charge of the whole- 
sale drug department, has been 
named president of McKesson & 
Robbins, New York. He succeeds 
George Van Gorder, who becomes 
chairman of the board. Mr. Nolen 
joined the company in 1947. 


Rauland Buys Plant 

Rauland Corp., a wholly-owned 
subsidiary of Zenith Radio Corp., 
has bought factory space and land 
immediately adjacent to its Chi- 
cago factory. The property will be 
used to expand operations. 
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ADVERTISING LINEAGE GAINS 
WALLACES’ FARMER AND 
1OWA HOMESTEAD 
1951-1955 


827,428 
792,125 


712,900 


1984 


‘WALLACES’ FARMER 


ANDO 


IowA HOMESTEAD 


RICHARD 6, PIERCE, PUBLISHER & DES MOINES, towa 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens! 


4,250,000 COPIES EACH MONTH 


<< ac gig HOSe MOSH 
Af. “e a: ° ie 
enn f ie ag Se . t Te 


‘ae: Va 


People who “live by the book’’ do things and buy things they see in BH&G. Of the 15% million readers of an average issue, over 2,550,000 
readers reported trying almost 414 million ideas suggested in articles or ads. And 1,800,000 readers reported making 2,550,000 purchases 
of things they saw in Better Homes and Gardens. ; 


15,500,000 people read an average issue of BH&G. One- during the year... 


pale nh in MS eo i i 
— t e  e e V2 of America reads 
40% of them are men! 


Better Homes and Gardens 


Meredith Publishing Company, Des Moines 3, iowa 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Housing Market Saturated?—It's Hardly 
Been Tapped Yet, Says ‘Practical Builder’ 


(Continued from Page 3) 
home modernization—since at 
present building rates there are 50 
“old” homes for every new one 
being started. 


e It also means a huge job for 
builders just meeting minimum 
new-housing needs—which vari- 
ous estimates place at from 8 to 13 
million units in the next five 
years. Either of these figures 
would mean a substantial increase 


“boom” decade. 


e Low-cost mass housing is “vi- 
tally important” in meeting these 
goals; the current trend, however, 
is in the opposite direction—to- 
ward fewer, larger and more cost- 
ly houses. (Housing starts for this 
year are predicted at 1,150,000 
units, 17% below the peak year, 
1950.) 


® Mr. Hoganson remarked that the 
housing boom of 1945-55 “actually 


needs,” and he expressed doubt 
that these needs will be met dur-| 
ing the next five years. | 

But he gave the _ suppliers) 
this picture. of the size of the 
market even by today’s standards: 
In 1956, he said, the light con-/ 
struction industry will do $39.1) 
billion worth of business. This will | 
include $17 billion in new residen-| 
tial construction, $7.1 billion in| 
new non-residential—and $15 bil-| 
lion in modernization of both types 
of buildings. 

About 50% of these total figures | 
represents cost of materials, Mr. 
Hoganson said. The rest consists 


.\ 


Advertising Age, August 6, 1956 


New Law Lets 
Publishers Offset 
Canada Paper Duty 


Wasuincton, July 31—An ob- 
scure bill passed by Congress a 
few hours before adjournment 
will benefit those magazines which 
have been forced by the paper 
shortage to turn to Canada to aug- 
ment supplies of printing paper. 

If approved by the President as 
expected, the measure will permit 
the recovery of 99% of the heavy 
duty paid by American publishers 


when they import coated or un- 
s|coated stock from Canadian mills. 

Under present law and tariff 
regulations, magazine publishers 
are permitted a “drawback” of 
99% of the duty they pay on 
Canadian paper, provided the 
same paper is reexported to Cana- 
da in the form of magazines. 

This has created “impossible” 
bookkeeping and production prob- 
lems—to make sure that the im- 


of labor, builder profits and other 
on-site costs. 


"True’ Names Printup 

Hale Printup of Hale Printup & 
Associates, Miami, has been 
named southern advertising repre- 
sentative of True, New York. 


Mumm, Mullay Moves 

Mumm, Mullay and Nichols, 
New York, has moved its offices 
to 136 E. 57th St. 


in housing activity over  the| failed to meet minimum housing 


SURE STRIKE! 


Manatacturers of fishing tackle ana related lines 
in FTTN 2 the stone ons srikes from edvertiing 
11061 selected tap tackle deniers andi febbion 


TEAMWORK—A back-to-school cam- 
paign for Samsonite luggage by 
Schwayder Bros., Denver, features 
Kathleen Rogers, Samsonite col- 
lege beauty contest winner. This 
color page will run in August in 


Look and Seventeen. Grey Adver- mona Saat tee 
tising, N po’ paper is u or the ex- 
ane, Now York, to, handling. ported magazines. Because of the 
- difficulty, some publishers have 
not even tried to claim their 
“drawback.” 


® The bill passed by Congress 
would simply add six words to 
Section 313(b) of the Tariff Act 
of 1930, “or printing papers, coat- 
ed or uncoated,” The effect of this 
amendment would be to permit 
the same substitution already al+ 
lowed on other products, such as} 
sugar, metal, and linseed oil. ' 

No longer will a publisher have 
to be sure to send back to Canada 
the same paper originally bought 
in Canada. If he sends 100 tons of 
magazines to Canada, he can buy 
100 tons of Canadian paper and 
use the “drawback” provision to 
recover 99% of the duty paid. 

The measure got through Con- 
gress on the final day, without 
hearings, as a rider on another 
tariff bill. It was passed by un- 
animous consent, through efforts 
of three Republicans, Sen. Edward 
Martin (R., Pa.), and Reps. Rich- 
ard M. Simpson (R., Pa.) and 
Daniel A. Reed (R., N. Y.) 


Buttgen Joins ‘Polo’ 

Fritz H. H. Buttgen, formerly 
art director of the Textile Export 
Journal and Elegant World, both 
European publications, has been 
named art director of Polo Maga- 
zine, New York. 


WILMETTE 
ILLINOIS 


FISHING’ TACKLE TRADE NEWS 


America’s fastest growing state 
market—that’s Nevada with its 
45 per cent gain over 1950 to 
pace the 48 and lead the nation 
as a whole by more than 35 per- 
centage points. Small wonder 
with Las Vegas (Clark County) j 
zooming into marketing promi- 
nence with a fantastic 98 per 
cent jump and Reno (Washoe 
County) registering a 31 per 
cent increase. Easy to sell, too, 
with 70 per cent of the state’s 
people in just these two metro- 
politan areas. For detailed mar- 
keting and statistical analysis, 


Every reader of Industrial Equipment News 


is looking for the same one thing... 
PRODUCT INFORMATION...will he find yours? 


than where the most buyers look 


... descriptions of new products, 


news of established products of _ first. phone your nearest Western 
special merit. And since IEN saturates all 452 Dailies or John E. Pearson Co. 
There is nothing on his mind but industries. . . office, or write one of these basic 
to find better equipment, parts ll the markets there are. . . 

and materials he can use. it will backstop and amplify your 

He is curious. coverage in your established 

He is receptive. markets . . . LAS heise: a 


and open new markets . 


it is his job to explore, specify, 
which every manufacturer needs 


buy, the best products he can find. 


Will he find yours? to grow. 
There couldn’t be a better place Details? . . . Send for complete 
or time for product advertising DATA FILE. 
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The 
old master of 


greater _ ever . | 


“ALFRED | 
HITCHCOCK | 
PRESENTS” | 


brought to you every Sunday night by 


BUFFERIN 


The modern pain reliever 


acts twice as fast 
as aspirin... 


WONT UPSET YOUR STOMACH 
AS ASPIRIN OFTEN DOES 


See program wales ier einai ebdialsks 


STARCH READERSHIP SCORES 
Noted Seen-Associated Read Most 
Women 49 39 12 
Men 45 31 15 
Of the 10,000,000 primary readers of TV GUIDE’s May 5 issue, 
more than 4,500,000 saw this Bristol-Myers advertisement. 


An advertiser who combines product promotion and audience 
promotion in TV GUIDE finds a ready audience for both. 
TV GUIDE is read by every member of 4,000,000 teilevision-viewing 
families. Readers handle the magazine every day, 
assuring high attention for every page, high readership for every ad. 


Thorough reading by a wide audience helps 
ads make sales. TV GUIDE, supplying both the audience and the readership, 
is the most effective and economical magazine available to advertisers today. 


National Advertising Office: 400 N. Broad St., Phila. 1, Pa., Phone: Rittenhouse 6-1600 - he 
Advertising Offices in 30 cities including: New York, 10 Rockefeller Plaza, JUdson 6-4300°. . 
Chicago, 6 N. Michigan Ave., RAndolph 6-9470 . . . Los Angeles, 6277 Selma Ave., HOllywood 6-2108. 
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Bottomly Cancels 
‘Boston Post’ Bid; 
Strife Continues 


(Continued from Page 1) 
assets of the Post.” 


« The Post, which failed to pub- 
lish July 7, was still having dif- 
ficulty meeting its payroll. Yester- 
day, union employes refused to 
start work for seven hours; the re- 
sult was late publication. This 
happened—following a 3 p.m. 
deadline set by union representa- 
tives—-when Mr. Fox paid some 
back salaries but announced that 
others would have to wait another 
day. Later it was announced that 
employes would be paid later the 
same day and work was resumed. 


e But possibly the biggest devel- 
opment was the announcement by 
C. Stanley Whyte, president of 
the International Typographical 
Union, Local 13, that five union 
leaders are to be in New York to- 
day to talk with members:of a 
group which has expressed interest 
in buying the paper. 

Mr. Whyte said the group is 
represented by attorneys, Franklin 
Roosevelt Jr. and Jesse Frieden. 

The union Jeaders also said that 
John Fox, publisher of the Post, 
“has agreed to give attorney Frank 
L. Mozal irrevocable power of at- 
torney to sell the Post at the ear- 
liest possible date to amy respon- 
sible party.” 


= In a statement to readers, Mr. 
Fox this week declared: “The Post 
is not and will not be for sale. 

“The Post is an influence so 
great and so well informed that its 
continuation constitutes a virtual 
warranty that the Republican ad- 
ministration cannot be re-elected. 

“The people of Massachusetts 
have already guaranteed the con- 
tinued existence of the Post by 
their indication of willingness to 
buy the notes of the Post Publish- 
ing Co., to be offered next week. 

“In the future, the Post, with- 
out qualification, will continue to 
be the great Democratic newspa- 
per in Massachusetts and in New 
England. Its publisher will con- 
tinue to be—John Fox.” 


= Mr. Bottomly’s statement said: 
“Post Publishing Co. and John 
Fox, its publisher, have broken 
their option agreement with me. 
Under the circumstances I have 
no alternative but to cease all ne- 
gotiations.” 

Next Friday in Suffolk superior 
court, hearings will begin on Mr. 
Fox’s action at equity, seeking to 
restrain sale of the newspaper, 
and on the suit of Helen D. Grozier, 
widow of the late Richard Grozier, 
former publisher. Her suit also 
seeks to prevent the sale of Post 
stock. 


‘Chicago Tribune’ Hikes 
Price to 7¢ on Saturdays 

The Chicago Tribune, which two 
months ago launched a television 
log magazine, TV Week, for inclu- 
sion in its Saturday issues (AA, 
May 7), is now raising the price of 
the Saturday editions to help cover 
the cost of it. Effective Aug. 4, the 
price went up from 5¢ to 7¢ a copy. 

The new magazine has had a 
good reception, according to C. E. 
McKitirick, business manager. He 
noted that Saturday circulation in 
June was 25,000 ahead of the same 
month of 1955. 


Harnischteger Appoints Agency 
Harnischfeger Homes Inc., Port 
Washington, Wis., has appointed 
Fulton, Morrisey Co., Chicago, to 
handle its advertising, merchandis- 
ing and public relations, Burnett & 
Logan, Chicago, resigned the ac- 
count last month (AA, July 16). 
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General Mills Has 
Record Year; 25 
New Products Bow 


MINNEAPOLIS, July 31—General 
Mills Ine. reported today sales 
amounting to $516,052,804 for the 
year ended May 31 and net earn- 
ings of $14,057,000—“the highest 
earnings and dollar sales volume 
in its history.” 

The sales figure compares with 
the previous high of $513,651,149 
in 1954-55 and was achieved “de- 
spite a decline in price levels of 
agricultural commodities,” the an- 
nual report said. 

Net earnings represent an in- 
crease of $1,674,000 over last year. 
Earnings per share of common 
stock were $5.68, compared to $5.02 
the previous year. 

The company reported it intro- 
duced more than 25 new products 
during the year, and General Mills 
Ltd. continued to expand its Ca- 
nadian markets, introducing to 
Canadians three established Betty 
Crocker mixes and launching three 
new cookie mixes not yet unveiled 
in the U.S. The latter are Betty 
Crocker vanilla, Oat ’n’ Honey and 
peanut butter cookie mixes. 


s Other mixes introduced in the 
U.S. include Betty Crocker date 
bar mix, Confetti angel food cake 
mix, chocolate malt and peanut 
delight cake mixes and Angel 
Fluff frosting mix. 

General Mills’ institutional prod- 
ucts division, completing its first 
full year of marketing, introduced 
corn bread mix and three cookie 
mixes: chocolate chip, Oat-N- 
Honey and Basic (sugar). 

The O-Cel-O division increased 
its basic line of cellulose sponges 
during the year, the company re- 
ported, and also began production 
of three polyurethane consumer 
products under the trade name O- 
Cel-O Plastifoam. General Mills 
also began product marketing a 
number of new soybean, feed, 
mechanical and chemical products. 


® The company maintained its po- 
sition as one of the “Golden Nine.” 
General Mills holds charter mem- 
bership in this exclusive “club” 
made up of the “only nine com- 
panies listed on the New York 
Stock Exchange which have not 
failed to earn and pay regular 
dividends on their common stocks 
without reduction since 1929,” 
company officials said. 

In calling attention to the com- 
pany’s nationwide expansion pro- 
gram, which included five new 
plants and warehouses and expan- 
sion or improvement of several 
other existing facilities, Charles 
O. Bell, president, said General 
Mills also in the near future will 
extend its operations to Pakistan. 
With Habib Bros, Ltd. of Pakistan, 
General Mills has formed Habib- 
General Ltd. of Karachi and is 
building a plant that will process 
guar beans and other agricultural 
products. 


PILLSBURY REPORT 
SHOWS EARNINGS OFF 
Mrnneapouts, Aug. 3—Pillsbury 
Mills Inc. reported net sales of 
$330,960,862 for the fiscal year 
ended May 31, 1956, down from 
net sales of $341,142,238 the pre- 
vious year. The figures are con- 
tained in the company’s annual 
report, to be released Monday. 
Net earnings, also down, are re- 
ported at $4,375,728, compared to 
$5,271,895 in the previous fiscal 
year. Earnings per share of com- 
mon stock were $4.42, compared 
with $5.38 the year before. 


® In a letter to stockholders, Paul 
S. Gerot, Pillsbury president, em- 
phasized that “last year’s market 
was one of the most competitive in 
our history.” 

He said that in response to this 
strong challenge, Pillsbury inten- 


CAN NE ENDS OR PERS MI wT 
eee Be en nd 


BANDWAGON—Armour & Co. casts four of its products in menus in a 

four-page ad in the Chicago Tribune, and going along with Armour 

are 14 other companies, whose 27 products also are mentioned in 

the menus. All of the companies offer refund coupons in the ad, 

totaling $3.15. Page 1 of the spread is on the left; Page 4, which is 
similar to two and three, is on the right. 


Although Grocers ‘Deplore’ Trading Stamps, 


90% Intend to Keep ‘Em: Progressive Grocer 


New York, Aug. 2—The food Some 64.7% of stores responding 
stamp craze has swept the grocery | in the survey report sales increases 
field. In its wake a reexamination | 


shows that (1) trading stamps 
build sales; (2) trading stamps 
hike average sale-per-customer; 
(3) they also boost operating costs, 
and (4) they don’t boost profit in 
anything like the same ratio. 

These are some of the highlights 
of a survey by Progressive Grocer 
in its August issue. 

Just as important is another 
finding: While store operators pri- 
vately deplore stamps, 90% intend 
to continue to distribute them. 

The growth of the stamp com- 
panies is fabulous. Progressive 
Grocer reports that one company 
started in April, 1955, went from 
zero to sales of $30,000,000 in 
stamps in a single year—almost 
wholly to retailers who had never 
handled stamps before. In the 
spring of this year, another com- 
pany printed 25,000,000 stamp re- 
demption catalogs, reportedly the 
largest single printing order ever 
placed by an American company. 


® From a retail viewpoint, here 
are significant trends: 

1. Trading stamps, once consid- 
ered a weapon of the small store, 
are now used more widely by 


supermarkets and superettes. They | 


are issued by 32.8% of the coun- 
try’s leading independent super- 
markets, by 14.7% of superettes, 
and by 13.7% of small stores. 

2. Trading stamps boost volume. 


sified its sales and merchandising 
efforts and took steps to “achieve 
greater efficiency, higher produc- 
tivity and a stronger over-all or- 


ganization.” 


® Pillsbury spent nearly $4,500,000 
on modernization of and additions 
to its plants and equipment, and 
during the year completed an ex- 
pansion of research and develop- 
ment laboratorics, according to the 
report. 

A number of new products were 
added in severa! divisions. Among 
them were Quick caramel nut rolls; 
Deluxe dinner rolls for the in- 
stitutional market; caramel and 
chocolate angel food cake mixes; 
Kit Cake, which combines cake 
mix, pan and frosting mix in one 
package; several mixes for com- 
mercial bakery operation, and a 
number of new feed products. 

The company’s venture in the 
Canadian cake mix market, in con- 
junction with Kellogg Co., “did not 
develop satisfactorily,” and was 
dissolved “by mutual consent.” 
Pillsbury mix products for Canada 
now are being handled by Pills- 
bury and its Canadian subsidiary, 
Pillsbury of Canada Ltd. 


| 


average 19.1% attributable to 


|stamps. Supermarkets get better 


results from stamps than do super- 
ettes—80% of supers report higher 
sales vs. 56% of superettes; fur- 
ther, supers averaged a 21.3% in- 
crease due to stamps against 18% 
for superettes. What’s more, su- 
permarkets were able to boost 
their gross margins, and 47.4% 
have, against 29.1% of superettes. 


= 3. It is expensive. Most of the 
dealers (78.4%) say stamps in- 
crease operating costs; they don’t 
increase earnings (49.1% of the 
operators say they diminish earn- 
ings, 20.2% saw no change, 30.7% 
Said they increased); and only 
8.4% of the operators feel that the 
cost of issuing stamps is absorbed 
by the additional volume brought 
into the store. Trading stamps cost 
operators about 1.95% of sales. 

4. Operators are stuck with 
stamps. Nine out of ten say they’ll 
continue them indefinitely. The 
earnings picture varies with store 
size—again supermarkets did bet- 
ter (47.9% of the operators re- 
ported higher net vs. 21.5% of the 
superette operators, and 56.5% of 
the superette operators claim their 
earnings have decreased since they 
started using stamps). 

Still, although a majority wish 
they could drop the stamps be- 
cause of the cost, they’ll continue, 
and they are worried because they 
are afraid that—as stamps become 


|/more widely used—the competi- 
| tive advantages will be lost. 


Wm. Grant Has Grant's Scotch 

In a recent report of the ap- 
pointment of John D. Rich as New 
York sales and promotion man- 
ager of Van Munching Imports 
Inc., it was stated that the com- 
pany is importer of Grant’s Scotch 
whisky. This is true, but the brand 
is A. B. Grant Scotch. Austin, 
Nichols & Co., New York, is the 
sole U.S. distributor of Grant’s 
Scotch, which is distilled and bot- 


| tled by William Grant & Sons Ltd., 
| Glasgow, Scotland. That company 


has an exclusive right to sell its 
product under the label of Grant’s 
Scotch, which it has marketed and 
advertised here for more than 20 
years. 


Coast Publishers’ Rep Bows 

Fred E. Crawford Jr. has formed 
his own Pacific Coast publish- 
ers’ representative company with 
headquarters at 638 S. Van Ness 
Ave., Los Angeles. For the past 
three years, Mr. Crawford was 
Los Angeles manager of Hunter- 
Tewksbury Co. 
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Armour Heads Up 
Mass Coupon Offer 
in Chicago Market 


Cuicaco, Aug. 2—Armour & Co. 
and 14 food manufacturers have 
teamed up for a local one-shot 
mass coupon offer here that will 
allow housewives $3.15 in refunds 
on purchases of the 27 products 
involved in the promotion. 

The offer was carried in a one- 
time-only four-page b&w ad in 
today’s Chicago Tribune. Focal 
point of the ad is a series of six 
menus, each centering around one 
of four Armour Star items—frank- 
furters, bacon, pork sausage and 
luncheon meats. Each of the 27 
other products is specified by 
name in at least one of the menus. 

On the edges of the second, third 
and fourth pages of the big ad 
are 27 coupons, one for each of the 
products involved, each coupon 
offering a refund of either 10, 15 
or 25¢. To get this refund, house- 
wives must send in the coupon 
with a label of the product in- 
volved, plus a label from one of 
the four Armour products. They 
must send in a minimum of six 
coupons, each with labels, to get 
any refund. 

The coupons will be mailed to 
Armour for payment of the re- 
funds; the other companies will 
reimburse Armour later for their 
shares of the refund. 


® To work up this promotion Ar- 
mour first contacted some 40 local 
and/or national food manufactur- 
ers, explaining the promotion and 
inviting them in on a first-come, 
first-serve basis. All 40 eventually 
accepted, but only the first 14 
could be accommodated. 

With these 14 companies and 
their 27 products, Armour then 
worked out the six recipes that 
collectively involved all 27 prod- 
ucts. 

Armour says it hopes to gain not 
only through association with oth- 
er name products but because the 
promotion casts Armour products 
in a new and interesting context. 

Other products included in the 
Armour-sponsored promotion are 
Aunt Jemima waffles and pre- 
baked frozen pancakes; Betty 
Crocker answer cake, cake mix, 
frosting mix and brownie mix; 
Bisquick; Dean’s ice cream and 
Vim; Derby barbecue sauce; Ever- 
best pickles and hot dog relish; 
French’s mustard; Gold Medal 
flour; Hunt’s tomato paste; Jays 
potato chips; Log Cabin syrup; 
McLaughlin’s Manor House coffee; 
Milani’s De Cisco dressing; Miss 
Wisconsin cheeses; Pepsi-Cola; 
Reynolds Wrap; Trix cereal, and 
Vegamato vegetable juice. 

Tatham-Laird is the Armour 
agency. 


Huller Joins ‘Daily News’ 

Paul E. Huller, formerly with 
the Catholic Star Herald, has 
joined the sales department of the 
Philadelphia Daily News. 


ROBERT H. BRINKERHOFF, vp of Young 
& Rubicam, has been named to 
head all contact work in the agen- 
cy’s Chicago office. He has been 
an account supervisor,in the New 


York office. 
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BUILDING WITH THE NEW CHICAGO 


The Chicago Sun-Times Has Grown to 


NO. 2 SPOT in Total Retail Advertising 


With 6,572,832 lines of total retail advertising for the first 
six months this year, The Sun-Times is one of the two news- 
papers most used by Chicago retailers, and one of the two 
with biggest gains in retail advertising. Here's how the pic- 
ture has changed since last year: 


(Changes in Total Retail Advertising, 
Ist 6 Months 1956 vs. Ist 6 Months 1955. 
Source, Media Records.) 


SUN-TI TRIBUNE DAILY NEWS AMERICAN 
. me a an DOWN DOWN 
TER eCmmins 79,652 lines 149,237 lines 

(UP 7.7%) imeem (DOWN 1.2%) (DOWN 3.3%) 


Retailers have discovered that The Sun-Times produces RESULTS consistently, at 
a low ratio of space cost to sales—and they keep coming back for MORE. 
They also are discovering that to reach a majority of the growing market. . . 


In Chicago, It: Takes 2—and 
one of the 2 it takes is the 


SUN-TIMES 
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do something about it! 


Just a short putt from any copy of Holiday you'll 
find the happy, well-heeled people who set 

the pace in today’s new leisure market. For, like no 
other magazine, Holiday reflects all the fun and 

fine living that goes with our more-spare-time and 
more-spare-money age. Its words and pictures serve up an 
appetizing variety of exciting ideas, places, 
pleasures, products and services. This results in 

the Holiday Mood — a frame of mind 

uniquely receptive to the advertising of just about 
anything that gives more leisure or pleasure. 

If your product fits the description, step up and let 
Holiday send your advertising message right 


down the middle of the fairway. Fore! 


Sor ay all-time record! 


Holiday currently reaches some 850,000 
pace-setting families. They go more, 

do more, buy more—and are today 
being reached by more advertisers than 
ever before. Linage for the first half of 
1956 was the highest in Holiday 
history—and business on the books 
indicates the second half is also headed 
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) Holiday leads the new life of leisure § 
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Two-Directional Agency Trend 


When the American Assn. of Advertising Agencies and the various 
media associations which were involved signed consent decrees in the 
government anti-trust suit against advertising associations, one of the 
principal results was expected to be the growth of so-called “house 
agencies,” 

“House agencies” are advertising agencies which are not complete- 
ly independent of the clients they serve; in some cases they are sub- 
sidiaries or divisions of the clients they represent; in other cases the 
ties between agency and client are so close as to be almost beyond 
severance. 

Almost without exceptiori, signing of the consent decree was as- 
sumed to mean that there would be a considerable upsurge in such 
house agency arrangements, and there may be such an upsurge, al- 
though there has‘been practically no indication of it as yet. 

Strangely, however, within recent weeks there have been at least 
three significant movements in the opposite direction—that is, away 
from closely-tied agencies, and toward the placement of accounts with 
agencies which have never been considered as intimately tied to any 
particular client business. 

We are referring, particularly, to Vick Chemical Co.’s appointment 
of Ellington & Co, as agency for Sofskin hand cream; the placing of 
some Firestone business with Foote, Cone & Belding and Campbell- 
Ewald Co.; and the dissolution of Leeford Advertising Agency and 
the subsequent placing of Remington Rand with Paris & Peart. 

Vick Chemical has made no secret of the fact that Mérse Interna- 
tional is a Vick subsidiary, and heretofore all Vick business has been 
handled by Morse. In the case of Sweeney & James (Firestone) and 
Leeford (Remington Rand), John Orr Young included them, a year 
or so ago, in a list of agencies “specializing on some big account but 
not necessarily indulging in practices abhorrent to the Four A’s.” Just 
to muddy the picture a little, he also included Paris & Peart (A&P)— 
the agency to which Lee of Leeford and the Remington Rand account 
have gone—in the same list. 

Nevertheless, this indicated breakdown between the coziness that 
has existed between three agencies and the major accounts they have 
been “specializing” in is extremely interesting, coming as it does at a 
time when such relationships might be expected to take on more 
allure. 

It indicates that an independent, completely free give-and-take 
relationship may have values that cannot be duplicated under any 
other set of circumstances. 


Fair Theory, But Bad Practice 


Grumpily, the Federal Trade Commission has admitted that it can’t 
do much about unscrambling Farm Journal and the old Country Gen- 
tleman, but by approving the decision of its hearing examiner without 
change, it made it clear that it will continue to plunk for a pre- 
merger notification bill to apply in the future. 

Under such a law, a merger could not be affected without prior 
notice, or before a waiting and examination period could have been 
completed. The idea is that, instead of trying to unscramble an “ille- 
gal” omelet, FTC would take a good hard look at the ingredients be- 
fore the deal was legalized. 

This is a procedure which sounds like ordinary common sense, and 
perhaps it would work satisfactorily in the case of the ordinary cor- 
porate merger of manufacturing or mercantile interests. 

But in the case of publishing properties, it comes close to being 
sheer nonsense, The very announcement of a proposed consolidation 
or merger would tend to spell the end of one of the publications in- 
volved, no matter what the outcome was; and an FTC “no” to the 
merger application would leave that publication dead and valueless. 
If publications are to merge, secrecy and quick action are almost es- 


sential. 


—Tom Geodrich, D’Arey Advertising Co., St. Louis 


“Association of Fig Growers... 


that’s the new account they’re pitch- 


ing for. And guess what they wanted me to wear in a pin-up pic- 
ture!” 


What They‘re Saying 


In Defense of Salesmen 

Ulcers and the advertising pro- 
fession are often referred to in the 
same breath. But no one seems to 


use this same transfer mechanism | 


when it comes to the sales profes- 
sion. And how many salesmen are 
blessed with duodenals! 

The salesman must be sociologist 
and psychologist at once. He must 
possess knowledge of his product 
(or service) and its application; its 
salient features over and against 
competition at home and abroad; 
the buying habits of people in sev- | 
eral cities and their attitude to- 
ward his product. 

Add another ulcer, much more 


| paper-work and many more miles 
| of travel and the export salesman | 
materializes—the domestic-plus 


element. 

Aside from knowing the psy- 
chology of his fellow Americans, 
the export salesman must be 
equipped with an at least elemen- 
tary understanding of the people 
and cultures of the different lands 
in which his products are sold. He | 


| must have some knowledge of their 
|commercial laws and regulations. 


High on the list of virtues he must 
possess is patience—he must re- 
member that in many countries be- 
yond the seas the pace is a little 
slower than it is in the U.S., where 
high pressure and fast action are 
common. 

To be effective he must tell his 
story to the customer abroad in the 
native language of the country 
with which he is dealing. The ex- 
port salesman serves as Mr. Am- 
bassador, U.S.A., and in that role 
he sells not only his products and 
his firm, but his country as well. 

His is the job of the domestic 
salesman and then some—and yet 
he survives, because he too is de- 
voted to his occupation and actual- 
ly thrives on any nuances to the 
usual. 


—Editorial in Export News, 
by the Export M agers Clu 
cago. 


blished 
of Chi- 


Left's Renovate 

A healthy segment of American 
advertising today is modern in 
thinking and ingenious in interpre- 
tation; but for the most part there 
is too little copy—and too much 


‘ating Too much imitation and 
not enough innovation. And if we 
can’t innovate, let’s at least reno- 
vate. Let’s walk our minds, not 
down familiar lanes, but paths 
that reveal new twists and turns. 

It is so easy to trot with the 
trite, to be content with the com- 
monplace. So easy to say: “The 
client will buy this—it’s down his 
alley. I know what he likes.” But 
that is neither honest nor reward- 
| ing. Because your job is to do a 
3 | Jobat to please a client. 


—Hal Stebbins, president, Hal Steb- 
bins Inc., at the annual con- 
vention of the Advertising Assn. of 
the West. 


Salesmen Annoy a New Mother 

Is this nuisance necessary? In 
the last five days I have been an- 
noyed, disturbed and disgusted by 
a constant parade of salesmen for 
pictures, diaper service and all 
}manner of other things for a new 
baby. 

Is there no remedy for this con- 
| stant intrusion on my privacy? My 
doorbell is for the use of welcome 
| guests and others who have a le- 
gitimate claim to my attention. 

Any mother, just home with a 
new baby, and still convalescent 
|herself, is too busy for these in- 
|terruptions. There is now a notice 
at my doorbell, “I do not buy any- 
thing from salesmen who come to 
my door.” 

—Letter in the Chicago Dally News. 


Ladies Without Lenses 

The need for glasses may be at 
the bottom of the behavior of la- 
dies who ignore one-way aisle 
signs, who crash resoundingly into 
other shoppers’ baskets, or who 
sideswipe the all-important bottom 
can in a stacked display, to send 
it tumbling down. 

A supermarket is a natural hab- 
itat of women, and it’s they who 
set the rules of behavior there. 
That’s why a mere male, pitted 
against superiority of know-how 
and numbers, may shrink from 
collision, yield the right of way 
and emerge with chipped shin 
bones, even though he knows 
things would be simpler if only 
the ladies would wear their glasses. 


Advertising Age, August 6, 1956 


Rough Proofs 


“Over the years,” reports 
Charles G. Mortimer, “resourceful 
advertising has been the compa- 
ny’s most essential tool for the 
economical marketing of our 
brands.” 

General Foods backed this opin- 
ion to the extent of $75,000,000 in 


™ 1955. 


A new advertising campaign will 
be started shortly to persuade con- 
sumers who ask for Idaho potatoes 
that they can be equally happy 
with those claiming Washington as 
their native state. 


What’s become of the old- 
fashioned sports announcer who 
always referred to the body su- 
pervising an event as “the state 
athaletic commission”? 


| Business, which used to be up- 
/set by the prospect of a presiden- 
tial election, now is happy to use 
the political conventions as the 
| vehicle for some of its most spec- 
‘tacular advertising. 


hearing rumors that International 
Latex will spend $100,000,000 in 
their medium during the next five 
years can’t be blamed for seeing 
some lovely spots before their 
eyes, 

. 


When Congress adjourned with- 
out passing the controversial post- 
al rate bill, publishers didn’t have 
to be told to get in condition for 
another hassle next January. 


Abbott Laboratories’ customers, 
many of whom thought its “weight 
watch” premium was swell, never- 
theless received $15,000 in refunds, 
and are now convinced that Su- 
cary! is a real sweetener. 


U. S. Brewers Foundation re- 
ports that Wisconsin leads the na- 
tion in per capita beer consumption 
with 26 gallons, and maybe the 
employes and families of all those 
Badger breweries are doing their 
best as both producers and con- 
sumers. 

= 


Politicians who have been riding 
the farm issue so hard will be dis- 
appointed to learn from Successful 
Farming that the latest farm sur- 
plus is money, amounting to $19 
billion in liquid assets. 


“New York court upholds size 
limit on eye doctors’ ad signs,” 
headlines the world’s greatest ad- 
vertising journal. 

Oculists and other medical men 
will be annoyed when they learn 
that this story refers to optome- 
trists. 


A Pacific Coast agency looking 
for an account executive empha- 
sizes “location ideal for family 
living—wonderful fishing, water 
sports, skiing.” 

And iet’s hope some of the ac- 
counts assigned to him are inter- 
ested in fishing, too. 


Copy Cus. 


\ 


Television reps who have been \ 
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in THE INQUIRER 


Advertising linage is the final measure 


of a newspaper's sales power 
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More advertisers place more linage 


than in any other Philadelphia newspaper 


The Philadelphia Pnguirer 


~ Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives : 


NEW YORK CHICAGO 
Robert T. Deviin, Jr. Edward J. Lynch 
342 Madison Ave. 20 N. Wacker Drive 


Murray Hill 2-5838 


Andover 3-6270 


West Coast Representatives - 
DETROIT _ SAN FRANCISCO 
George S. Dix Fitzpatrick Associates 
Penobscot Bidg. 155 Montgomery St. 
Woodward 5-7260 Garfield 1-7946 


LOS ANGELES 
Fitzpatrick Associates 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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Typical CARSTAIRS Overdoor Card 


scheduling car cards in all 


s. ROBINSON, 
Advertising & Promotion 
ARST AIRS 


M er, 
DISTILLING CO., says... 


“*The man who cares’ lives in the suburbs 
in large numbers . . . and we're 


New York 


and Boston commuter trains to reach the 
340,000 men a day who ride back and 
forth to their executive jobs in the city 
... and do a lot of entertaining at 
home in the suburbs. They influence the 
brands stocked at their favorite clubs 
ond rettntner 9 th and gg the — 
to bu AIRS by the case for 
their henren™ 


: D CENTR 
TRANSPORTATION DISPLAYS, Inc. S#\N0 CENTtAL 


STATION POSTERS & DIORAMAS + CAR CARDS TimeTABLES N.Y. 17, MU 6-3456 


Ad Allowances for 
Grocers Are Losing 
Favor, Mueller Says 


New York, July 31—Should ad- 
vertising allowances be dropped in 
the retail food field? 

R. W. Mueller, editor of Pro- 
gressive Grocer, raises the point in 
an editorial in the August issue. 

There is a growing belief, he 
says, that “retailer advertising is 
not all that it should be, and if ad 
allowances were dropped, retailer 
advertising could become more in- 
teresting, more helpful to the con- 
sumer and more productive for 
retailer and manufacturer. 

“Many retailers and manufac- 
turers have long been opposed to 
the manufacturer’s advertising al- 
lowance, the practice of paying the 
retailer a specified sum for includ- 
ing the manufacturer’s brand name 
in the ‘price list’ section of the 
weekly newspaper ad or hand- 
bill,” Mr. Mueller says. 

“Dissatisfaction with this prac- 


Evening Recorder 
BIG RAPIDS 


Pioneer 


CADILLAC 
Evening News 


CHEBOYGAN 
Daily Tribune 


COLDWATER 
Daily Reporter 


DOWAGIAC 
Daily News 


GRAND HAVEN 
Tribune 


GREENVILLE 
Daily News 


HILLSDALE 
Daily News 


HOLLAND 
Evening Sentinel 


IONIA 
Sentinel-Standard 


LUDINGTON — 
Daily News 


MANISTEE 
News-Advocote 


MARSHALL 
Evening Chronicle 


MIDLAND 
Daily News 


MT. PLEASANT 
Doily Times-News 


NILES 
Daily Stor 


owosso 
Argus-Press 


PETOSKEY 
News-Review 


STURGIS 
Daily Journal 


THREE RIVERS 
Commercial 


TO SELL FOOD IN MICHIGAN, 
SELL THE HOME TOWN HOMEMAKER 


When you say “food” in Michigan League land you mean 
business — big business. Our folks like their three squares a 

day. Not the nibbling little eat-it-on-the-run kind, but 

the hearty pull-up-a-chair-and-pitch-right-in variety that requires 

a lot of shopping and buying by the homemaker. To make 

sure your products are on the table, advertise them in the one 
newspaper the home town depends on as a shopping guide — . 
the home town daily. Use all 23 with just one order 


to get in solid in 23 markets. 


NEW YORK — 155 E. 


It's in the hometown that your brand counts most, because most 
home town people buy by brand. If you want to sell Michigan, 
use the newspapers that are shopping guides for these brand- 
conscious buyers—the home town dailies. Complete market facts 
are yours, and they're mighty interesting. Write today. 


SCHEERER AND CO. 
CHICAGO — 35 E. WACKER DR. 
DETROIT — PENOBSCOT BLDG. 


44TH ST. 


MILWAUKEE — 744 N. 4TH ST. 


You Need The Home Town Daily to Get Local Sales 


Lower Peninsula Group 


MICHIGAN LEAGUE OF HOME DAILIES 
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tice seems to be growing,” he says, 
“with both manufacturers and re- 
tailers wondering whether the 
time, effort and money tied up in 
carrying out ad contracts could not 
be better used in some other form.” 


® Mr. Mueller lists three major 
reasons why many in the grocery 
trade feel that “ad allowances are 
or should be” on the way out. 

1. “‘Price list’ advertising, 
where dozens of items are 
crammed together, has little or no 
interest for the consumer and has 
virtually no effect on the product’s 
sale at retail. Certain exploratory 
checks on sales of price listed 
items,” Mr. Mueller says, “indicate 
that this is true.” 

2. “Many manufacturers make 
no real effort to obtain proof that 
the retailer has advertised his 
product before making payment. 
This is not necessarily an indict- 
ment of the manufacturer, for the 
mountain of detail involved in 
checking and rechecking thousands 
of contracts makes policing diffi- 
cult, even impossible.” 

3. “The ad allowance, by its very - 
nature, is discriminatory, because 
it cannot be made available to all 
competing retailers. This is espe- 
cially true in large metropolitan 
areas, where newspaper rates are 
high and where only the very larg- 
est retail organizations can afford 
to advertise. 

“There are pretty good reasons,” 
Mr. Mueller says, “why the indus- 
try should take a fresh look at this 
old practice.” 


= On the other side of the ques- 
tion, however, Mr. Mueller points 
out, “manufacturers’ ad allowances 
help to finance retailer advertising 
and make advertising possible for 
many who could not otherwise af- 
ford it.” Also, he says, “there is 
less discrimination than there used 
to be. Many voluntaries and co-ops 
are obtaining allowances for their 
advertising members whether they 
advertise collectively or individu- 
ally.” 

Finally, he notes, “manufactur- 
ers, particularly those of small or 
medium size, believe that allow- 
ances are a great help in obtaining 
initial distribution for their prod- 
ucts and in maintaining dealer in- 
terest in these products.” 

Which point of view carries more 
weight? 

“The feeling in the trade,” Mr. 
Mueller says, “is that ad allow- 
ances are growing more trouble- 
some both to the manufacturer and 
the retailer.” 


D. B. McIntosh Named VP 

Douglas B. McIntosh, formerly 
in charge of Atlanta-Southeastern 
sales, has been appointed vp for 
the Miami-Caribbean area for 
Sunrise, Florida Speaks and Trav- 
el Cuba, three of the magazines 
published by Florida Speaks Corp., 
St. Petersburg. 


Lily-Tulip Boosts Schreibweiss 
Walter Schreibweiss, for the 
past four years assistant merchan- 
dising manager of Lily-Tulip Cup 
Corp., New York, has been named 
sales promotion manager. Before 
joining the company in 1952, he 
was a copywriter with Montgom- 
ery Ward. 


vie this all-selective 
medium! They buy uni- 
forms. iceti 


weopons, traffic sys- 
tems, porking meters, 
conveyances! Get the 
full story... TODAY! 
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playground for living—another of the settings that make living in the West unique... 


Just being in the West isn’t enough 


—Sunset helps your products be “at home” 


Half the fun of living here in the West is knowing 
how to make yourself “at home,” how to get the 
most out of the West’s unique opportunities for 
good and gracious living. This is no small project 
—as Sunset knows. For Sunset has been devoted 
to it exclusively throughout the years. 

Sunset’s exclusivity and integrity in detailing 
the ways of Western life have made it a Western 
institution—a unique institution whose influence 


can be seen in Western homes open to sun and view 
. .. in the casual Western way of entertaining . . . 
in the foods Westerners serve and the gardens 
they grow. 

You see this influence, first, among Sunset fam- 
ilies —they’re home-owners, nine out of ten of 
them, and their homes reflect the graciousness of 
Western living. Sunset’s 600,000 families help to 
spread the concept of Western living, too. For 


Sunset’s families are among the leaders in com- 
munities throughout the West and Hawaii. They 
are the substantial and imaginative families who 
can afford to follow their desire to live well and 
who, in doing so, set a standard for good living 
that others seek to follow. 

If your products can contribute to their way of 
life, if you would have your products “at home” 
in the West, Sunset is your magazine. 


LANE PUBLISHING CO, etsher of Sent Mopesing and Senet Bs 
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Mosley joins Potts-Woodbury 


count executive of Stalcup Inc. and | Kansas City, as an account execu- 
assistant advertising manager of | tive. 


Westinghouse Reorganizes 
Divisions, Appoints Heads 
Westinghouse Appliance divi-| 
sions, following a recent establish- | 
ment of major and portable ap- 


Skelly Oil Co., both of Kansas City, 
Gerald Mosley, formerly an ac-|Mo., has joined Potts-Woodbury, 


THE 


pliances as separate divisions, has 
made several staff changes. George 
H. Meilinger, former sales man-| 
ager, has been appointed manager | 
of distribution of the major ap-| 
pliance division, and W. B. Creech, 
former assistant division manager, | 
lis now manager of major accounts. | 
\J. R. Clemens, former manager of | 
ladvertising of the electric ap- 
ipliance division, was appointed 
isales planning manager; R. R.| 
Lynch, formerly assistant to the | 
advertising manager of major ap-| 
| pliances, has been named advertis- 
|ing manager. 

Appointments in the portable 
appliance division include J. E.| 
Hugo, former . sales manager,| 
named manager of distribution,}| 
‘and C. G. Duy, former advertising 
|manager, manager of sales plan-| 
ning. 


Haysma Adds ‘Breaktast’ 

Haysma Co., Chicago, will pro-| 
/mote its hay fever remedy on Don | 
| McNeill’s Breakfast Club what tnd 
Aug. 15 and continuing through the 
hay fever season. Although Hays- | 
ma has been on the market for 
almost 20 years, this is its first ex- 
tensive use of network radio. Hays- 
'ma also will advertise during the 
month of August in»-Sunday sup- 
plements and rotogravure sections. 
|O’Neil, Larson & McMahon, Chica- 
go, is the agency. 


RTVH, Wichita, Moves Studios 
| KTVH will move into studios at 
‘37th and North Hillside, Wichita, 
on Aug. 15. The Federal Commu- 
|nications Commission granted per- 
‘mission for the move into the stu- 

| idios, which were built and occupied 
until May 1 by uhf television Sta- 
tion KEDD, now defunct. 


_~ 
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Every advertiser knows the value of a constant, 
highly attentive audience. That's what The Elks 
delivers — of active men with incomes far above the 
national average. As leaders in the social and busi- 
ness life of their communities, 1,152,497 Elks are 
liberal givers and spenders. The quality and stability 
of The Elks’ audience is your assurance of resultful 
advertising. 


MAGAZINE 


New York * Chicago + Detroit * Los Angeles 


. 


Set Your Sales To A 
—with WGN-TV’s 
“BANDSTAND MATINEE” 


f 


Featuring music, songs, dancing and guest stars, this popular 
program is aired on WGN-TV in Chicago, Monday thru Friday, 
from 4:00-5:30 P.M. 

Important to you is the fact that the rating services are unani- 
mous in their appraisal of BANDSTAND MATINEE. For the first 
four months of 1956, the show had an average quarter hour rating 
(30 quarter hours a week) of 4.7% in ARB, 6.7% in Telepulse 
and 4.5% in Nielsen. 

It’s a top adult participation program available at WGN-TV’s 


low daytime rates. 


Chicago Office—441 N. Michigan Ave., Chicago 11 
Eastern Advertising Solicitation Office—220 E. 42nd St., New York 17 
West Coast Only—Edward Petry & Company, Inc. 


Advertising Age, August 6, 1956 


Getting Personal 


Dade Ellison, Gourfain-Cobb exec vp, and father of three small 
daughters, is no longer being called “Dean of Women” by col- 
meng as he was recently presented with Scott Francis, by his wife 
“Pug.”. . 

William Burnham, sales vp at Transfilm, sailed off with the Cor- 
inthian Cook’s prize in the recent Bermuda race. Actually, he sailed 
on the second-placing Figaro (in a field of 89), but won the chef’s 
— when the cook on the first-placer turned out to be a profes- 
sional... 


—— oe SERENE L 
Its a girl! 2 VICK 
& a rn Sot 


EXULTANT POP—A first baby was proclaimed to the world (or, at least, 
to Millbrae, Cal., residents) via this 12%x25° poster. The proud 
father is Robert Heyman, lease director of West Coast Outdoor 
Advertising Co., San Francisco, who used one of his company’s out- 
door panels for the large-size announcement of a small-size arrival. 


Bob Eirinberg, president of Kling Studios, Chicago, is a new—and 
proud—grandfather. A son, Keith William, was born May 24 to Lt. 
and Mrs. Alan Eirinberg in Tacoma, Wash. .. William Weber, retail 
sales account exec of Station KMOX, St.“Louis, and his wife Laverne 
are parents of a first child named*William Gregor Weber... 

Gertrude Dieken, editor of the Farmers Wife section of Farm 
Journal and home editor of Town Journal. received the Reuben 
Brigham award from the American Assn. of Agricultural College 
Editors for “outstanding service to agriculture and rural living 
through mass communication media.” She is the first: woman to 
receive the award ... 

George A. Koehler, station manager of WFIL radio and television, 
Philadelphia, has been named to the board of governors of the Heart 
Assn. of Southeastern Pennsylvania... Beauveau Borie Beals, di- 
rector of the industrial division of Lee Ramsdell & Co., Philadelphia 
agency, has been elected president of the Philadelphia Copy Club. 
Brook Supplee of Holiday was elected secretary-treasurer ... 

Leith Abbott, manager of the Portland office of Foote, Cone & 
Belding, has been named president of the Portland Rose Festival 
Assn... 


RETIREMENT HONORS—Vrooman H. Freer (center), assistant vp and 

assistant director of sales, Bristol-Myers products division, chats 

with B-M president Robert B. Brown and E. Lloyd Bernegger, ex- 

ecutive vp and general sales manager, at a luncheon honoring Mr. 

Freer upon his retirement after 33 years with the company. He 
started his career as a sales representative. 


Frank A. Kolb, advertising manager of Standard Oil Co. of Ohio, 
was reappointed chairman of public relations volunteers to boost 
the fall drive of the Cleveland Community Chest... 

Franklin S. Payne, publisher, Los Angeles Examiner, has been 
appointed by the board of supervisors to the board of governars of 
the County Art Institute. . . 

Latest addition to the family of Rebért Perez, account exec of 
Station KNXT, Los Angeles, is Robert Frederick, who checked in 
at 7 Ibs., 4 oz. on July 12. The newcomer has a sister four-and-a- 
half years old... 

Bruce Unwin, art director at MacManus, John & Adams, Detroit, 
and newly elected Ist vp of the Detroit Art Directors Club, has been 
named editor of the annual Detroit issue of “Art Direction Maga- 
zine.” He also designed the cover of the current issue... 

Back at their desks after a two-week honeymoon at Falmouth, 
Mass., are New Yorkers Elaine Schachne, time buyer of Emil Mogul 
Co., and Jay A. Whalen, time sales representative of Venard, Rin- 
toul and McConnell. They were married June 30... 

Norman Cohen, Emil Mogul! Co. comptroller, has a new 7 Ib., 8 oz. 
daughter, Heidi, born July 18 in Brooklyn... 
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Total Light Construction “Up” 
—Though New Home Starts “Off” 


Chicago—The amount of building 
being done this year by builders 


Commercial Building 


in all segments of Light Construc- 
tion will undoubtedly surpass the 
all-time record set during ’55, ac- 
cording to Jim Lange, Executive 
Editor of Practical Builder, lead- 
ing magazine for builders. 

Even in the new residential seg- 
ment of the builder market—where 
the rate of starts lags behind last 
year—sales of building and related 
products compares favorably with | 
55 volume—and exceeds sales dur- | 
ing any previous peak year—be- 
cause homes built today are bigger 
and more elaborately equipped. 

Here—in a special report by the 
editors and market research staff 
of Practical Builder—is what's 
happening in each segment of the 
buider market. This construction 
is expected to total up to a $39.12 
billion year for all of Light Con- 
struction, an increase of $1.44 
billion over ‘last year’s headline- | 
grabbing tally. 


New Residential 

While the rate of new home 
starts is definitely “off” from the 
all-time record pace last year at 
this time, °56 will nevertheless 
witness the construction of 1.1— 
1.2 million new residential units. 
Using starts alone as a measure-— 
ment, this annual volume is as) 
good or better than any year dur- | 
ing the 1949-56 “boom — except 
1950 and 1955. 

It should be remembered, how- | 
ever, that 1950 new homes aver-— 
aged 838 square feet. Today’s 
homes average 1170 square feet, 
or 36.1% larger than 1950 houses. 
This means that 1.15 million 1956- 
size homes equal 1.68 million 1950 
houses! And when the increased | 
number of appliances and other | 
“extras” going into today’s homes | 
is also considered, the sales-size | 
of the new residential market—_ 
from the viewpoint of building 
product manufacturers—continues | 
to grow steadily. | 


Modernization 

As a result of the enormous 
amount of publicity generated by 
“Operation Home Improvement” | 
and other Modernization cam-— 
paigns, home improvement loan | 
applications in nearly every sec- 
tion of the country have increased, | 
with some areas reporting 100% | 
and 150% rises. Practical Builder | 
estimated a 1955 sales volume of 
$14.2 billion for this part of the 
builder market. This year sales 
should top $15 billion. 

Sales potential in this already 
huge segment of Light Construc- 
tion is greater than in any other 
part of the builder market. With 
the impact of “OHI” and the joint 
Practical Builder and Building 
Supply News campaign designed 
to “Make Modernization Pay Off 
. . . At the Professional Level” 
already starting to be felt, signifi- 
cant Modernization sales increases 
should occur in the last two quar- 
ters of this year and throughout 
1957. 


“Community” Construction 
Construction of schools, churches, 


Construction of new stores and 
shopping centers reached the high- 
est level ever recorded in April 
(latest complete data). No let-up 
is foreseen in the next few years. 

Motels are another of the build- 
er bonanzas in this field. Since 
1948, the number of motels has 
more than doubled—from 25,000 
to nearly 56,000. More than 3000 
new motel installations are being 


added each year. As in the new re- 
sidential segment, mere unit start 
rates are deceptive. Today's motels, 
like today’s homes, are more elab- 
orate, with more accommodations 
per installation. 


Industrial Construction 

During 1956, industry has ear- 
marked $35 billion for new plants 
and equipment—a gain of 22% 
over 1955! While much of this 
expenditure is in the area of so- 
called “heavy” construction, a size- 
able amount is entirely builder- 
controlled. Many large companies, 
for example, are locating plants 
in smaller “outlying” communities. 
Most of these smal! factories, 


ADVERTISEMENT 


warehouses and other installa- 
tions are being built with build- 
ing materials bought locally, and 
on contracts with builders—for 
reasons of better company-com- 
munity public relations and eco- 
nomic feasibility. 


Real “Boom” Just Starting 


Light Construction :needs—in 
new and modernized homes, new 
schools, churches, stores, motels, 
factories, etc—are enormous. For 
examp'e, Practical Builder’s more 
|than 100,000 readers alone did a 
| 29.7 billion dollar volume of busi- 
| mess in 1955, and surveys indicate 
| that the figure will be even larger 


For Light Construction ‘for 1956. Buyers with purchasing 

The net meaning of the forego- power of such magnitude ob- 
ing Practical Builder report is! viously deserve every bit of the 
that, while one or another part of increasing attention they’re get- 
the builder market may be tem- ting from manufacturers of build- 
porarily “off”, sales of building |ing products and materials—an 
products, tools and equipment in- | important reason why PB’s adver- 
volved in all of Light Construction | tising page gains have been so 
will be at high levels for years-to| impressive in each of the past 
come. several years. 


A business paper that tries to be all things to all 


Result? It doesn’t adequately serve anyone. Because 

ofthis practical 
and do it 

Builder’s Book... 


why it invariably comes out on top in every unbiased 


people can’t help but spread itself too thin. 


builder tries to do just one thing 
superlatively well. It is exclusively a 


edited for builders by builders. That's 


reader-preference study. And that’s why you don’t have 


to dilute your advertising message to make it appeal 


to a cross-sectia 
solid meat th 


Basic Book for bu 


—~y 


of diverse industry interests. PB is 
ough and through. That makes it the 


ilders...and the Basic Buy for you! 


...0f the light construction industry 


©INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 

Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic Industry, 
Brick and Clay Record and Masonry Building. 


| UO Cae orc ee ee 3. ee SBR Pate ed i ey Bee: Sees 
ong rs Bape oe eam eager pe ae ek ie. ee ae ae eee lClC(‘<‘< ek 8 oho o i ear ase 2 oa Bee Wee © 
ae Bi 5 ‘ id ‘ * in eh ; at rei, = iS meet 
. Fil . Pas 
r “4, 
| _ 
\ 
7 oT 
a 
| i 
¥ 
le 
t = 
4 
‘ 73 
4 - 
> 7 
p r Es 
} ! 
a a x 
Bee. a cui a : ier. ~ a a & Pp 
- ! he Wan a £. 
1 ~ 
1 ra 
eb anan cn asda ahs ebedenghen esenwadlenan ds anaban teens dptartn Ghee teem : 
- 
| re 
! , 
| va 
! < Fy. ; 
| a 
eng tiy ! Rec ae : i 
| . \ 
; 
/ “ , 
Se : 
\ i ims PAL &. 
yy ie 
cS ES gage ss 
ae eel 
Ci ea +3, 
ol) gs Ree 
ea a rg Es . . at me patie Ae 
eae Tegece es : 
Bes | a or : es 
1 , ee roe - i : ane 
i ee ‘ 
| 3 = —- a ws 
— i A 
| ’ . 
a at ns aes sy eae " Bi 
Poe a ind. Sean he 
ee ‘ 
: /...._, “ 
? areata oa ae Eee ae i= 
pee ee °h a : Be, a R 
ees ‘ee. rare. eter 2 
ore 
‘ RMSE ee pete wie oy : Se 
els 
' — 
| : ig 
J MY; 
: 
’ r. 
: : 
3 
i é 
J . 
} i , ( 
SG . 
, = eat * 
2 is ae ‘ ee 
=e = — a ie 
} ee) wo 
} . 
auditoriums, etc. is at a record a 
} peak to assimilate growth in sub-— +: 
| => 
urban communities. It has been 
estimated, for example, that we | ‘x 
need a new classroom every 5 a 
minutes for the next 5 years to % 
' 5. eo 
| eatch up and keep up with the) ; 
I ane 
¥ : ; ee, 
oii 5 a a z i a at a ; ~ i ge, 
Spee Wack IT SSR a. 3 Pee ee Ce Meee I Se ee te 


‘My feelings toward the publication can best be 
expressed in these words -- ‘no week complete 
without it’. ’’ 

GENERAL MANAGER 

Building Products Division 

Manufacturing Company 


‘*, . .an indispensable medium for furnishing 
worthwhile information on world affairs.’’ 


VICE PRESIDENT 
Major Eastern Railroad 


‘*, . .your publication comes nearer fulfilling 
the needs of American businessmen than any 
other I know.”’ 

PRESIDENT 


Major Soft Drink 
Manufacturer 
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Important people don't talk lightly. 
This is what they say about 
“U.S.News & World Report.” It can 
be summed up in just one word... 


‘*. . .I think it is the No. 1 news magazine of 
the country.’’ 


CHAIRMAN, Major Oil Company 


**You can quote me on this report: I think your 
business and political reporting is second to 
none,’”’ 


VICE PRESIDENT 
Major Advertising Agency 


‘*, , .The interviews with personalities who 
are instrumental in making the news reveal 
much of the ‘why’ of the news.’’ 


PRESIDENT 
Major Chemical Company 


“I find. . .U.S.News & World Report virtually 
indispensable to get the real low-down on the big 
stories of the day, and to get the original text 
and testimony on which so many of the big stories 
are based so I can read and decide for myself. ’’ 


VICE PRESIDENT 
Radio-TV Network 


‘*. . .read more of the copy of this magazine 
than any of the other news magazines put to- 
gether. Believe you have the outstanding 
weekly news magazine published, ’’ 


VICE PRESIDENT 
Manufacturing Company 


“It is the only magazine which I read cover to 
cover each week,”’ 
VICE PRESIDENT 
Manufacturing Company 


‘‘I am particularly impressed by what appears 
to be your ability to obtain information not 
available to other publications.’’ 


SALES MANAGER 


Office Equipment Manufacturing 
Company 


‘*I read the magazine each week and think it 
presents the most factual information on the 
subjects covered. I like the full treatment 
given to controversial problems -- business, 
economics, and politics.’’ 


VICE PRESIDENT and 
SECRETARY 
Major Advertising Agency 


Americas (lass News Magazine 
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| ‘*Frankly I should hardly know how to keep 

thoroughly and accurately informed without 

i it. For the excellence of its news presenta- 
tion, it simply has no peer.’’ 


CHAIRMAN, Advisory Committee 
Credit Indemnity Company 


y 

‘‘As & part of my work, I have occasion to do 
f a great deal of speaking before my employees 
5 and other groups. I find that U.S.News & 


World Report is a ready reference to the latest 
and most complete analysis of almost any sub- 
ject which I might wish to discuss. . .I have 
gotten to the place where I wouldn’t want to be 
without it, which, by the way, isn’t true for me 
with any other magazine. The barb has been 
set, and Iam completely hooked. ’’ 


VICE PRESIDENT 
Major Oil Company 


.S.NEws & WorLD REporT is an important essential to an 

important segment of the people sparking the new ideas, do- 
ing the big buying, making the big decisions in America today. 
“U.S.NEws & WoRLD REPORT’ is essential to them because, to 
{ the exclusion of all else, it concentrates on reporting and analyzing 
useful news which these people can apply to their business plans 
and decisions. Much of this news is original news, too—news not 
published before, news they find nowhere else. And it’s the com- 
plete news—full texts, thorough interviews with leaders in every 
field, and book reprints which focus attention on questions with 


4 All the excerpts on these . 
pages are from our 1956 reader 
correspondence files. 


‘‘I find Ican get more out of it in less time 
and enjoy reading it more than any of the other 
magazines of its type.’’ 


PRESIDENT, Luggage Company 


“It is my bible. I read it studiously and regu- 
larly and must say it fills a niche not covered 
by anybody else.’’ 


VICE PRESIDENT 
Automobile Manufacturing Company 


. . .unsurpassed for comprehensive coverage 
of the world scene, and its great diversity of 
facets, and integrity in interpretive reporting. ’’ 


VICE PRESIDENT 
Major Southwestern Bank 


immediate and long-range importance to plans and decisions. et 

That’s the basic reason why “U.S.NEws & WorLD REPortT’s” ; 
circulation of 800,000 is so highly concentrated among managerial me 
people in business, industry, government and the professions— 
three out of every four subscribers. It’s also the basic reason why 
more and more companies are using “U.S.NEws & WoRLD Oe 
Report” to help sell their products and services. In the period 
1950-55 “U.S.NEws & WorLD REporT” led ali magazines in 
advertising page gains. 


An essential magazine “ 


Essential to more and more readers i 


Essential to more and more advertisers 


Now more than§Q0,000_ §& 
NET PAID CIRCULATION .. . a market = 
not duplicated by any other magazine in the field 


Advertising offices, 45 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles and Washington 
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New York, July 31—National 
Distillers Products Corp. has 
launched a new ad campaign con- 
sisting of spreads in 48 business 
publications to interpret the com- 
| pany’s policies and products to re- 

tail and wholesale liquor dealers. 
Alynn Shilling, vp and advertis- 
ing director, explaining the new 
campaign last week, said that since 
the repeal of Prohibition in 1933 
distillers have not given enough 
thought to their business paper ad- 
| vertising. 
| “Too often,” he said, “it has been 
| wood by the industry. on the basis 
| of, ‘we have to do some trade ad- 
| vertising, so let’s find something to 
drop in.’ 

“Too few well-thought-out, 
| well-planned campaigns have been 
|run,” he said. 

“After considerable investiga- 
tion,” he said, “we have come to 
the conclusion that our trade paper 
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... And TELEGRAM & GAZETTE 


4 Circulation is at an All Time High 

93.6% . 
5 INTENSIVE COVERAGE : 
WORCESTER COUNTY 
: Daily — 158,551 . 
4 (Sunday — 105,474) ‘ 
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‘soleedaliin Worcester County Market 
1956 vs. 1946 


Population .... UP 23% (580,200) 
Retail Sales... . UP 98% ($624,927,000) 
a wk UP 75% ($927,233,000) 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


Advertising Age, August 6, 1956 


National Distillers Criticizes Industry Lack 
of Business Paper Ad Emphasis; Sets Drive 


budgets would be much more ef- 
fectively spent if a substantial por- 
tion of them were devoted to tell- 
ing retailers the fundamental ideas 
underlying the operation of our 
corporation and the development 
and promotion of our products. 


s “In addition,” Mr. Shilling add- 
ed, “there is a new look at Nation- 
al Distillers. There has been vir- 
tually a complete reorganization 
within the last several years, and 
we feel that it would be helpful if 
the trade knew about this, what it 
means, and what makes our ma- 
jor people tick. 

“Very little of this advertising,” 
he said, “is intended to sell specific 
products. But we feel that in the 
long run this advertising will sell 
more merchandise than the usual 
run-of-mine trade paper advertis- 
ing. 

“We expect the advertising in 
business papers will help to bring 


‘about a better understanding of 
|our company by the retail and 


wholesale trades, and more of a 
feeling of kinship.” 
The first ad in the current series 


/ran in July. It featured John E. 


| Bierwirth, president of the com- 
pany, as “the man with the big 
plan” and explained his concepts 


|of prestige and profit. 


a 


® Succeeding ads will outline the 
manner in which the company’s 
|personnel and products are tied 
into the “prestige and profit” idea 
for the retailer. 

“It is planned to continue the 
campaign through 1956 and prob- 
ably through 1957,” Mr. Shilling 
said. 

Lawrence Fertig & Co. is the 
agency handling the program. 

In the first half of 1956, National 
Distillers netted $10,107,701 on 
record sales of $264,910,122. Sales 
for the comparable period of °55 
were $234,568,962, and the net was 
$6,811,244. Common share earnings 
for the first half of 56 were $1.08 
a share, compared with 69¢ in the 
first half of '55. 


Form Cox & Grace Agency 

Florence E. Cox and Louise C. 
Grace have formed Cox & Grace 
Inc., with offices at 3037 Book 
Tower, Detroit. They plan to con- 
duct a general advertising agency 
with emphasis on research, public 
relations and special merchandis- 
ing promotions. Miss Grace for- 
merly was director of research and 
media in the Detroit office of 
Grant Advertising. Miss Cox 
carried on a regional agency busi- 
ness for a number of years as a 
partner of Cox & Dunbargar, and 
more recently as Cox Advertising 
Agency. 


CMA Publishes ‘56 Index 

The Canadian Manufacturers’ 
Assn., 67 Yonge St., Toronto, has 
published the 1956 edition of the 
“Canadian Trade Index.” The in- 
dex lists the names and addresses 
of more than 10,000 manufacturers, 
plus products, export representa- 
tion, trademarks and brands. The 
index includes a classified product 
list and export information. Copies 
of the 1,170-page book are $10 
each. 
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gu. S. CENSUS BUREA 


Me 


: Now, more than one million people 
live in metropolitan Houston. That’s 33.5% more than in 


1950! The 1956 U.S. Census Bereau Special Report dramatically 


} 
} 
} 


highlights Houston’s continuing rate of growth. Wise 
advertisers eyeing the fabulous Southwest will do well to take 
a second look at the expanding Houston market. 

In Houston, the daily newspaper with the largest circulation 


gain, 1950-1956, is The Houston Post. Get the new story of the 


Houston market where the trend is to The Post. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 
Written and Edited to Merit Your Confidence 


TOP TEN BRANDS 
1956 HOUSTON POST STUDY 
BY DAN E. CLARK, Il, & ASSOCIATES, INC. 


Available about September 1, 1956, continuing 
survey of the Houston market showing — by family — 
preferences in foods, beverages, household 

products, drug sundries, toiletries, appliances, 
automobiles, and other products. The survey also 


shows distribution in grocery and drug stores. 


To reserve your copy, call or write The Houston Post, 
or your Moloney, Regan & Schmitt representative. 
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Here are illustrations from six of the eight advertisements Alcoa ran in 


SPORTS ILLUSTRATED to promote products of Aluminum and the Alcoa label. 
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ALCOA got the message... 
and delivered it to 620,000 families who lead the full life 


IS is Alcoa’s picture album of the typical SPORTS ILLUSTRATED 
§ ipso It’s such a good likeness that we’re happy to be able 
to reproduce parts of it here. In fact, it’s almost a photographic com- 
mentary on Alfred Politz’s new national study of SPORTS ILLUS- 
TRATED’s subscribers.* 

For as both Alcoa and Mr. Politz know, SI subscribers are youth- 
ful, well-off families who lead the full life—in jobs, homes, country 
club memberships, expense accounts, late model cars, and all the 
other comforts of home. 

Alcoa knows that families like these always take the lead in buying 
new products of aluminum—tables, chairs, rods and reels, cameras, 
flashlights, outdoor grills, boats, portable ice boxes. 

That’s why they ran these pictures as part of 8 consecutive adver- 
tisements in the June 4 issue of SPORTS ILLUSTRATED. They got 


* For a copy of A National Study of SPORTS 
ILLUSTRATED Subscribers, 1956, by Alfred 
Politz, Inc., write to William W. Holman, Ad- 
vertising Director, SPORTS ILLUSTRATED, 9 
Rockefeller Plaza, New York 20, N. Y. 


the message and did the logical thing. 

And whether or not it’s madeof aluminum, SPORTS ILLUSTRATED- 
reading families are the first to buy any product that helps make 
the good life better. Take appliances: 97% own TV sets (ideal mar- 
ket for second sets or color), 25.6% own air-conditioners, 24.7% own 
automatic dishwashers. 

It’s the same in automobiles (41.2% own two or more cars) and in 
virtually every other facet of their existence. It’s because SI families’ 
median income is well over twice the national median. In fact, one 
out of every five families in the U. S. making $15,000 or more yearly 
is an SI subscriber. 

They are families with the mood and money to act on the sales 
messages they see in their favorite magazine. They got the message 
from Alcoa. Maybe there’s a similar message for them from you! 


SPORTS 
ILLUSTRATE 
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MILITARY MARKET 


Keep your sights “on target” with Military Electronics. 
Edited specifically for industry and government engi- 
neers, interested in electronic developments 


products having a ee October issve 


mails September 20th. Get the facts today. 


Tide Is Tops With 
Downstate Illinois 
Buyers, Survey Finds 


SPRINGFIELD, ILL., July 31—Tide 
| holds a strong lead in brand pre- 
ferences of downstate Illinois 
families, both as a laundry deter- 
gent and for washing fine fabrics, 
according to the 11th Illinois Con- 
| sumer Analysis put out by the IIli- 
nois Daily Newspaper Markets. 
Analysis of laundry brand 
choices of families in 14 downstate 
urban areas shows that Tide is pre- 
ferred by 34.2% of buyer fami- 
| lies. Its closest competition consists 
| of Cheer, with 11.9%, and Oxydol, 
| with 9.6%. For fine fabrics Tide is | 


Advertising Age, August 6, 1956 


|20 brands were mentioned in the 
dish soap preference analysis. 


_§ Ajax is the most popular scour- 
|ing cleanser, being the preferred 
|brand of 46.7% of the families. 
| Bab-O is second, with 25.1%, and 
|}Old Dutch is third, with 17.8%. 
/Only six brands appear in the 
,analysis. The other three are 
Kitchen Klenzer, with 2.8%; Com- 
et, with 2.6%, and Bon Ami, with 
‘1.7%. 

| The 91.1% of all families re- 
porting who use bleach divided 
‘into 94.4% who use bottled brands 
and 15.6% who use dry brands— 
the overlapping 10% using both. 
Clorox leads the bottled brands 
with 44.2%, followed by Fleecy 
White, with 16.6%; Purex, with 


| the choice of 16.7% of buyer fami- | 12.4%, and Linco, with 12.2%. In 
lies. Lux Flakes and Ivory Snow ‘he dry brands field, Dexol is first 
are second and third, with 10.6% | with 42.9%. Snowy Bleach, with 
|and 8.8% respectively. | 22.2%, is second, and Purex is 
| In the dish soap category Lux) third, with 17.4%. Six brands were 
Liquid leads in brand preference | noted in the analysis of dry bleach 
with 18.5%. Joy, with 13.6%, and| brand preferences. 

Tide, with 12.8%, are next. In all, | Among soft drink brand prefer- 
/ence, a three-way race between 
| Coca-Cola, Pepsi-Cola and Seven- 
Up finds Coke first, with 38.4%; 
‘Pepsi second, with 37.3%, and Sev- 
'eh-Up third, with 34.2%. Twelve 
other brands are mentioned, but 
the most popular among these, 
, Royal Crown Cola, is the preferred 
' brand of only 4.8% of the families. 
| Im the dry cereals field, Kel- 
| logg’s Corn Flakes is well out in 
| front, with 34.8%. Cheerios, Whea- 
‘ties and Rice Krispies are next, 
| with 15.8%, 12.7% and 10.5% re- 
| spectively. Another 23 brands \are 
also mentioned. \ 


4 


@ Pillsbury, Betty Crocker an# 
Duncan Hines are the major pre: 
ferred brands of cake mix. Pills-' 
bury is preferred by 36.4% of the \ 
families, Betty Crocker by 33.1% 
and Duncan Hines by 22.1%. 
Among pancake or waffle mixes, 
Aunt Jemima is the top brand, 
with 40.5%, followed by Pillsbury, 
with 37.3%. Four other brands 
mentioned in the analysis split the 
remaining 22.2%. 

Of all families reporting, 78.6% 
‘said they bought cake mixes, 68% 
said they bought pancake or waf- 
fle mixes. 

The brand preference study is 
made annually by 14 cooperating 
'newspapers. They are the Alton 
' Evening Telegraph, Bloomington- 
Normal Pantagraph, Centralia 
Sentinel, Champaign-Urbana 
News-Gazette, Charleston Courier, 
‘Danville Commercial-News, Gales- 
burg Register-Mail, Jacksonville 
| Journal Courier, Moline Dispatch, 
|Monmouth Review-Atlas, Paris 
| Beacon-News, Rock Island Argus, 
Rockford Morning Star & Register 
and the West Frankfort American. 
Total population of the areas cov- 
ered in the survey is 611,171. 


Datamatic Names BBDO;: 
Appoints Morris Dettman 
Datamatic Corp., Newton High- 
lands, Mass., manufacturer of elec- 
‘tronic data processing systems, has 
named Batten, Barton, Durstine & 
Osborn, Boston, to handle its ad- 
vertising, effective Aug. 1. The 


TOTAL ADVERTISING LEAD company, jointly owned by Min- 
OVER 2ND PAPER neapolis-Honeywell Regulator Co. 

and Raytheon Mfg. Co., is a new 
Year: 1955 | 


_ advertiser. 
LINES 


--- with 
circulation 
TOTAL DAILY 
LEADERSHIP | 309 CIRCULATION LEAD 
7 OVER 2ND PAPER 


City Zone Lead — 12,189 
City & RITZ Lead — 19,874 


& Advertising | 


LEADERSHIP 
: Datamatic also has appointed 
Morris D. Dettman manager of its 
new merchandising department. 
Mr. Dettman has held posts in the 
merchandising division of Minnea- 
polis-Honeywell for the past seven 
years, 


Calpak Promotes Two 

Oliver E. Seegelken, general 
sales director of California Pack- 
ing Corp., packer of Del Monte 
brand foods, has been elected to 
its executive committee. Everett 
M. Runyon, advertising manager 
for the company, has been ap- 
pointed director of advertising and 
sales promotion. Both have been 
with California Packing since 1919. 


Retail Lead — 3,312,727 lines 
General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


trp Cretan te Pate Natewo| pe as => THE Oregonian 


PORTLAND 1, OREGON 


Sources: ABC Publishers’ Statements for 6 months 

ending March 31, 1956; Media Records toto! 

advertising, less AW and TW, 1955. 

REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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Whether it’s fishing, or outdoor advertising, it pays to know the best spots. 
That’s why your smartest outdoor buy is GOA! General Outdoor Advertising 
has the traffic experience to obtain choice locations, keep them abreast of chang- 
ing traffic patterns. You get a uniform showing—one that reaches the maximum 
number of potential customers as often as possible. 

Whatever your product or service, we can help you turn “‘see-power”’ into sales 
power. Call your local GOA office, or write us in Chicago. 
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with the Automotive Leader % 


Automotive advertisers place more display advertising linage in 


advertising dollars). 


The most for your money where it counts the most . . . 


The Call-Bulletin than in any other San Francisco newspaper— Three rich West Bay counties— 
because this newspaper concentrates its circulation (and their San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


Advertising Age, August 6, 1956 


th Hour Cloakroom Footwork Nips 


(Continued from Page 1) 
heavy increase in postal charges 
while their competitors enjoyed a 
rate reduction. 


® A friendly senator was persuad- 
ed to bring this matter into the 
open at the first rate hearing be- 
fore the subcommittee of the Sen- 
ate post office committee. Post- 
master General Arthur E. Sum- 
merfield was the witness at the 
time. 

Mr. Summerfield confirmed that 
the bill passed by the House would 
cut the rate on controlled circula- 
tion publications, and estimated 
that the loss in revenue to the 
|Post Office would be $300,000. 

In due course, and on the eve of 
adjournment, the Senate subcom- 
mittee decided it could not com- 


SR. 
National Air Show 


THE OKLAHOMA PUBLISHING COMPANY 


Th. 
Spotlights Oklahoma City Air Center Growth 


The National Air Show in September will attract the attention 
of the aviation world to Oklahoma City, emphasizing again its 
importance as an air center. 

Oklahoma City is already the home of Tinker Air Force Base, 
largest military aviation maintenance and supply depot in the 
world—with an annual payroll of nearly $100 millions. It also is 
the nation’s civilian aviation headquarters with the CAA now 
spending $12 millions to enlarge its training center (location of 
new buildings shown on airview of Oklahoma City’s Will Rogers 
Field below). 

Aviation is only one phase of Oklahoma City's growth—one 
of the five fastest growing cities in the U. S., experts say. 

A growing market means growing sales. For the third straight 
year, Oklahoma City is up among the leading sales gainers of 
the country week after week. 

‘Are your sales keeping pace? Insure your sales growth in 
Oklahoma with advertising in these newspapers. 


Oklahoma City is one of the 


5 FASTEST GROWING 
markets in the U. S.! 


Y 
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“LARGEST SUNDAY CIRCULATION IN THE SOUTHWEST” 


THE DAILY OKLAHOMAN 
e 


THE OKLAHOMA PUBLISHING COMPANY 
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OKLAHOMA CITY TIMES : 
: 


Represented by The KATZ Agency 


Controlled Circulation Mail Rate Cut 


plete action on the rate bill this 
year, and deferred action until 
1957. Of course, this killed the rate 
increases for most publications, but 
also the rate decrease for the con- 
trolled group. 

Although there were but 36 
hours left before adjournment, the 
lobbyist for the controlled group 
did not concede defeat. Instead, 
he turned to no less than the Sen- 
ate majority leader, Lyndon John- 
son (D., Tex.). 


® Sen. Johnson used an obscure 
bill relating to insurance coverage 
of employes of Gallaudet College, 
a government institution for the 
deaf. He obtained unanimous con- 
sent of the Senate to attach a rider 
to the Gallaudet bill. 

The Johnson amendment said 
that rates on controlled circula- 
tion publications “shall be at the 
same rate as prescribed . .. regard- 
less of the weight of the individ- 
ual copies.” He explained that his 
amendment “will correct a long- 
standing inequity in mail classifi- 
cation.” 

Nobody objected, and the Gal- 
laudet College bill, including the 
rider, passed the Senate by unan- 
imous consent. This bill had previ- 
ously passed the House, but since 
the Senate had amended it, House 
concurrence in the amendment'was 
required. 

Exactly what happened when 
the bill went back to the House } 
not revealed in the Bice sagen | 
Record,” but apparently som 
House member at least threatened 
to object to the rider. The result 
was the Senate unanimously 
adopted a motion to reconsider its 
action in passing the Gallaudet 
bill. 


® With adjournment only hours 
away by this time, and with Gal- 
laudet College employes doubtless 
crying over their failure to get in- 
surance coverage, the bill was re- 
vived on the Senate floor, minus 
the controlled circulation rider. 

Sen. Olin D. Johnston (D., S.C.), 
who heads the postal committee, 
announced that the House had re- 
turned the Gallaudet bill with a 
request that Section 3 be stricken. 
He did not mention that this was 
Sen. Johnson’s amendment or 
that this section pertained to con- 
trolled circulation publications. 

He obtained unanimous consent 
for the Senate to reconsider its 
earlier vote, and the bill was passed 
unanimously, this time without 
the $300,000 rider. 

So Gallaudet College employes 
will get their insurance, President 
Eisenhower willing, but controlled 
circulation publications will not 
get a postal rate cut. 


Schenley Laboratories Expands 

Schenley Laboratories, New 
York, a subsidiary of Schenley In- 
dustries, will increase its sales 
force and expand its advertising 
program 50%. More frequent in- 
sertions and larger space will be 
used in pharmaceutical publica- 
tions. Froelich Advertising Agency 
handles the account. 


Belanger Joins BBDO 

Paul Belanger, formerly tv pro- 
ducer-writer for J. Walter Thomp- 
son Co., has joined Batten, Barton, 
Durstine & Osborn, New York. He 
will write “public relations” com- 


| mercials for the “U.S. Steel Hour.” 
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What’s under wraps for ’577 


You'll see them soon—flashing down highways 
everywhere—the sleek, 1957 marvels of the ingen- 
ious automotive industry! 


Humming with excitement, the industry is on 
the eve of its 57 “unveiling.” Automotive men 
are excited—and well they might be! From the 
designer, engineer, president, all the way to the 
car dealer—a year's work will be placed on the 


delicate scale of public opinion. That “unveiling” 


sparks another twelve month race for a share of 
a multi-million dollar market. 


These same men must know what's new and 
important and they need to know in a hurry. Their 
major source of information is Automotive News 
—the weekly newspaper of the industry. This 
tremendous task 6f reporting falls on 14 highly- 
trained editors and 106 editorial correspondents 
who cover the fast-moving automotive industry 
on a world wide basis. As information is obtained 
and events take place these men accurately report 
it—in easy-to-read, understandable fashion. 


Every Monday morning, over 6,500 administra- 
tive, sales, engineering and manufacturing execu- 
tive subscribers read, analyze and pass along their 
copies to 13,500 others (established by survey of 
pass-along readership). 


Yes, the factory executive has a good idea 


what's under wraps for ’57. And, he knows the 
part your product or service can play if you've 
advertised steadily in Automotive News! 


THE DEALERSHIP, TOO, Ds 


NEEDS- TO KNOW 

Representing the most potent market in the 
selling of cars, trucks, service and parts, 28,704 
dealer establishments depend on this same source 
of timely information to keep abreast of the dy- 
namic automotive market. 

They read it because they need it! 

se. ee F 


Is it any wonder, then, that over 44,000 sub- 
scribers pay $8.00 a year for Automotive News? 
That a constant 85% renewal rate has been main- 


Keeps You in Front 
of the Fast-Moving 
Automotive Market 


tained without free lists, “cut-rate” subscriptions, 
premiums or rate books, arrearages or extensions, 
or sample copies? You can be sure you're reaching 
‘and influencing the market when you're in 
Aptomotive News. 


: REPRESENTATIVES 

NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871. 

DETROIT: R. L. Webber, William R. Mags, Roy Holihan, 
Woodward 3-0495. 

CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 

LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 


Editorial Office: Penobscot Bidg., Detroit 26, Mich. 
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Continuing Market 
Survey of College 
Students Is Set Up 


New York, July 31-—What is 
termed the first continuous market 
measurement in the college field 
has been announced by the Stu- 
dent Marketing Institute. 

The measurement, called the 
Student Market Index, consists of 
two surveys, one at the beginning 
of the school year and the second 
in May. The fall study concentrates 
on what students have bought 
prior to returning to school and 
what their intentions are for the 
rest of the academic year, while, 
in May, the report aims to learn 
school-year purchases and inten- 
tions over the summer months. 


® A consumer interview, the in- 
dex will be compiled from about 
100 students at each of 37 colleges. 
Studies may be made nationally or 
regionally, according to Robert M. 
Stelzer, director of SMI. The first 
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study was made last October, and 
the institute is now engaged in 
tabulating the results of the May 
study, 

Some of the fields covered for 
which information is now avail- 
able to clients, Mr. Stelzer said, 
are: apparel, autos, hair prepara- 
tions, magazines, radios, record 
players, cameras, typewriters and 
cosmetics. 

Further information may be ob- 
tained from Student Marketing In- 
stitute, 375 Fifth Ave., New York. 


D. ]. Smith Joins Revlon 

David Jameison Smith Jr., for- 
merly Latin American vp of Otis 
McAllister & (So. and supervisor of 
South American sales for Sterling 
Products, has joined Revlon Inter- 
national as regional sales manager 
for the Caribbean and South 
American markets. 


W M S Advertising Bows 

W M S Advertising has opened 
offices at 33 Asylum St., Hartford. 
The new agency, headed by Wil- 


liam M. Savitt, president, will han- 
dle local Connecticut accounts. 
Fred S. Perlstein, formerly adver- 
tising and sales promotion man- 
ager of Stern & Co. and on the ad 
staff of the Hartford Times, is 
manager. 


Richmond Adclub Elects 
Vernon D. Duncan, advertising 
manager of Miller & Rhoads de- 
partment store, Richmond, Va., has 
been elected president of the Ad- 
vertising Club of Richmond. Other 
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new officers are Edward Acree, 
Cargill & Wilson, vp; Charles Tal- 
ley, First & Merchants National 
Bank, secretary, and Joseph D. 
Adamo, Standard Drug Co., treas- 
urer. 


Harper Heads DMAA Meeting 
Marion Harper, president of 
McCann-Erickson, has been named 
general chairman of the 39th an- 
nual Direct Mail Advertising Assn. 
convention to be held Oct. 1, 2 and 
3 in the Hotel Statler, New York. 
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T’s BEEN saip that little business can’t survive in 
I today’s “big business climate”... that new fron 
in business just don’t exist in the U.S. any more. 

The fact is, however, that the rate of failures 
business is lower today than in any peacetime year 
far in this century. Opportunity seems to knock harder \ 
today—and seems to have more people answering— 
than at any time in history. Take a few examples... 


$14,000,000 from the drop of a coin 


In 1948, Reader's Digest told the remarkable story of 
two ex-Gl’s from Wright Field—Lloyd Rudd and Cy 
Melikian—who developed a way to have a “coffee 
break” without slowing the aircraft assembly line. 

“Wouldn't it be great,” Rudd said, “if you could put 
a coin in a slot and get hot coffee, like you get cold 
drinks?” 

He and Melikian worked on the idea. On leaving 
the army, they formed a small company. A few months 
later they demonstrated their first “Kwik Kafe” ma- 
chine in public—at a football game in Philadelphia. 

“We saw the need in industrial plants,” they say, 
“for a properly conducted ‘coffee break,’ to benefit 
both management and the employe. This was a great 
opportunity. But, with limited financing, we had to 
build business the hard way... personally selling plant 
after plant...servicing each sale carefully. It was slow. 

“Then the Reader’s Digest ran an article about us, 
our product and our service. Without this help we 
could not have come the long road we have—from 
$1,000,000 gross sales that year to $14,000,000 last year. 
Because of this article, we quickly added 40 top dis- 
tributors, each representing an investment of $75,000 
to $100,000. The story put us on the map.” 

The Kwik Kafe machine is typical of exciting new 
ideas being born every week, developing into small 
businesses on the way up. Here’s another... 


Stop a leak ... and start a business 


For many a generation, people have been jiggling the 
handles of flush toilets to stop that annoying trickle- 
trickle. Doubly annoyed, Dr. Otto Stader, a retired 
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Florida Weighs 
Bill to Control 
Real Estate Ads 


TALLAHASSEE, July 31—Fraudu- 
lent real estate advertising will 
draw heavy penalties in Florida, if 
a bill introduced in the legislature 
today passes. The measure calls 
for five years in prison and fines 
up to $100,000 for offenders. 

Gov. LeRoy Collins endorsed the 


proposal in his message to the 
opening session of the legislature 
and declared that “a fringe group 
of mail order real estate operators 
have launched a series of promo- 
tions which threaten us with na- 
tional scandal.” 

The proposed law would force 
all developers to submit copies of 
out-of-state advertising to the state 
real estate commission at the time 
of publication. The measure pro- 
vides for recovery by victimized 
purchasers of all payments, inter- 


ests, attorney fees and legal ex- 
penses. Such suits may be filed 
any time up to a year after the 
first payment on a £ ven lot, or 
three months after personal in- 


spection. 


Pinover to Launch l\ew Book 
Pinover Publication. New York, 
will begin publishins Summer & 
Casual Furniture, 2 new trade 
journal, with the firs: issue slated 
for Sept. 15. The pu ication will 
appear nine times a year, every 


month from September through 
April, with the ninth issue geared 
for the summer furniture market 
in June. A newsletter will be sent 
to subscribers the other three 
months. Advertising rates have not 
been announced. 


Esterbrook Pushes New Pen 
Esterbrook Pen Co., Camden, 
N. J., will use pages in Collier’s, 
Life and The Saturday Evening 
Post in August to introduce a new 
ball point pen. It features a new 


veterinarian of Ardmore, Pa., rigged a child’s play ball on 
a chain in his toilet tank and stopped the leak—definitely. 
He made a few more such rigs and sold them. 

In 1949 he formed the Ardmore Products Company 
and in the first year, 1950, made and sold about 80,000 
units. 

Then in 1951 Reader’s Digest published a short article 

about Dr. Stader’s “Alert” Tank Ball and guide. 
» “Within 60 days,” says F. L. Hill, the company’s sales 
manager, “we received orders for over 250,000 units. Sales 
skyrocketed. People wrote us, quoting the Digest, for- 
warding money. 

“Today the ‘Alert’ is a leader in its field, sold by many 
major plumbing manufacturers and virtually all retail 
hardware outlets. And it ail began, literally, with that 
article in Reader’s Digest.” 


Pa New business from an old idea 


You might call it sheer madness for a sweet-tempered 
housewife to plunge into the modern bread business 
where competition is heavily financed and knife-sharp... 
where profit margins are frighteningly narrow and 
success is dependent on high volume. 


But Margaret Rutkin, a Connecticut housewife and 
mother, felt that people were hungry for rich, firm, crusty, 
old-fashionefl bread. So, a few years ago she began mak- 
ing her fine homemade bread in some quantity on an 
old stove in her garage. 

She took orders from the local grocers who sold it for 
25¢ a loaf. At first she made only eight loaves a day. She 
never changed her formula: rich whole grain flour, fresh 
table butter, whole fresh milk, all kneaded by hand. The 
business grew gradually, to about 25,000 loaves a week 
—sold mostly in near-by towas. 

Then Reader’s Digest ran an article about Mrs. Rudkin 
and her bread. 

“Mail resulting from that story was staggering,” she 
says. “It came from all over the U.S....from men, women, 
teenagers...restaurant owners, grocery wholesalers and 
retailers. In the following six months our business was 
doubled—largely because of that article. 


“Today Pepperidge Farm is the nation’s largest baker 


eaders 
Dige st 


of hand-kneaded, home-style bread, with a business of 
more than $15,000,000 a year in 48 states, Hawaii and 
other select markets abroad.” 

It all began like these other businesses we've men- 
tioned—with a good idea, pursued with imagination and 
industry. The Digest simply told people about it. 

People respond instantly and wholeheartedly to Digest 
articles on hundreds of subjects. Why? Because people 
believe strongly in the Digest and in what they read there. 
And this faith leads them to action. 


IT WORKS WITH ADVERTISING, TOO. Lennox 
Industries Inc., manufacturer of air conditioners, says... 

“Our advertising in Reader's Digest is the most success- 
ful we ever published. The impact was instantancous. 
Letters and wires poured in from all our sales areas. Typi- 
cal cases: one California dealer made 39 immediate sales 
in which prospects specifically mentioned Reader’s Digest 
...a New Jersey dealer said, ‘It’s the first time people ever 
told me they went straight to the phone after reading 
an ad.’ 


“The Digest produces such tremendous sales results, 
we're convinced, because people turn to it in a thoughtful, 
reading mood.” 

And Lennox Industries, like other leading companies 
advertising in the Digest, is reaching this audience at 
a lower cost per family than in any other magazine! 


‘ 


65 MILLION READERS 


36 million people in the U.S. read each issue of the 
Reader’s Digest—more people than read the next two 
magazines combined. Circulation of the U.S. Edition is 
11,002,672*. World-wide, the circulation is over 19 mil- 
lion, in 12 languages, with a total of 65 million readers. 


*As filed with ABC, subject to audit 


Largest magazine circulation in the U. S.... and in the world 
Over 10 million copies per month in this country... 19 million throughout the world 


repeater-type, push-top, retracta- 
ble mechanism which will last 50 
years, according to the company, 
and ink that washes easily from 
fabrics, Aitkin-Kynett Co., Phil- 
adelphia, is the agency. 


OCC to Audit Conirolled 

Latin America Publications 
The Office of Certified Circula- 
tion, New York, has enlarged its 
service by accepting controlled as 
well as paid circuiation publica- 
tions. The OCC was incorporated 
in 1955 to audit the circulation of 
newspapers and magazines pub- 
lished or distributed in Latin 
America. It was founded by the 
Inter American Press Assn. 


Kilmer to Fischer & Porter 

James Kilmer has been appoint- 
ed advertising manager of Fischer 
& Porter Co., Hatboro, Pa., manu- 
facturer of complete process in- 
strumentation. Mr. Kilmer has 
been a member of the industrial 
advertising department of Sun Oil 
Co. for the past five years. 


KLEEN-STIK Points the Way! 


Right this way to the best way of 
pointing sales messages at pros- 
pects! Super-stickin’ KLEEN-STIK 
—champ of pressure-sensitive ad- 
hesives—gets your selling story up, 
to steer your product to bigger 
sales! Follow these examples: 


"Gum-Pointer” for WRIGLEY 


psy a “stik-up artist” that points 
the people at the gum! Invisible, 
peel-an’-press FACE-STIK holds 
these small but sales-powered ar- 
rows inside = vending machines 
= WM. ~ ve oomgead JR. yes 
hicago — recting millions o: 
nies into the proper slots. he 
Wrigley ad staff designed ’em in all 
flavors, for easy, permanent post- 
ing by the ome pel as fills are 
changed. “Shar 3 pe roduction job 
controlled b AURY DAVY of 
WESTERN ENGRAVING & EM- 
BOSSING, Chicago. 


“CASEY” FnNE UP 


Rides the 
High Wire 


excitement in 
to service — HASTINGS 
MFG. Co., , of Hastings, Mi Mich., gets 


a pin-point 


top display for Motor 
Tune-Up with these phe am pping ‘ 
wire-hangers. The giant 21” ar- 
rows themselves over the wire 
with a strip of KLE EN-STIK 
(natch!) on the back for simple but 
lasting installation. A cheer for the 
inted idear to DON COLLINS, 
Fiastings Dir. of Adv. . . . and mark 
i a winner for LITHO E tends 
gee woe for the 
thography. 


zee a sales pointer from iead- 
advertisers . . . and foliow the 
kK -STIK trail to new P.O.P. 
effectiveness for your window 
streamers, die-cut signs, shelf edg- 
ers, and what-not. Your reguiar 
a or lithographer has a whole 
kit-ful of sample ideas to show you 
—or get your own by writing for our 
free *“Idea-of-the-Month’’. 


KLEEN-STIK PRODUCTS, INC. 
7300 West Wilson Avenue ¢ Chicage 37, Ill. 
Ploneers in presscre sorsitives fe: Advertising and Labeling 
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"This guy's eye-openers 
are right down 
every motorist's alley!" 


Ed Kandlik, auto editor of the Chicago 
Daily News, doesn’t scratch the backs 
of dealers and manufacturers. He writes 
what the people want to know about 
cars .. . and reading-motorists get a re- 
vealing peek at themselves. One auto- 
industry V.I.P. says: “Ed Kandlik asks 
sharply sensible questions, and prints 
the answers straight.” It’s hardly surpris- 
ing that the News leads all Chicago 
daily newspapers in new-car advertis- 
ing... first choice, year after year, dur- 
ing the entire postwar era. And it all 
adds up to further proof that — 


The CHICAGO DAILY NEWS 
HITS HOME 


Y&R Gains Gum 
in Life Savers, 


Beech-Nut Merger 


(Continued from Page 1) 
ets of either of the companies, it is 
estimated that Beech-Nut in 1955 
spent about $600,000 to advertise 
‘its coffee, strained foods, junior 
foods, baby cereals, peanut butter 
and gum. 


s Organized originally in Canajo- 
harie, N.Y., as the Imperial Pack- 
ing Co., it became Beech-Nut Pack- 
ing Co. in 1900. (At that time the 
late Bartlett Arkell, one of its 
founders, who also had interests 
in Arkell News Co., publisher of 
Judge and Leslie’s Weekly, and 
Van Gossbeck & Arkell, a rug im- 
porter, sold out his interests in the 
latter and put the $60,000 he re- 
alized into the Beech-Nut opera- 
tion.) Mr. Arkell is credited with 
conceiving the idea of packing ba- 
con and chipped dried beef in glass 
jars, and adapted a German-in- 
vented vacuum-sealed jar to the 
company’s needs. 

Life Savers, originally a Cleve- 
land organization, was bought by 
|Edward J. Noble, now executive 
|committee chairman, in 1913 for 
$2,900, and soon afterward Saved) 
to Port Chester, N.Y. In 1955, the 
company had sales of $20,381,929 | 
and a net of $2,751,617. Beech-| 
Nut’s °55 sales were $91,083,636) 
and its net was $3,746,592. 

Life Savers has advertised vig- 
orously over the years. In ’55 it is 
estimated to have spent about $1,- 
500,000 in over-all promotion. 


® Executive officers of Beech-Nut 
Life Savers Inc. will be as follows: 
J. Stafford Ellithorp Jr., president 
of Beech-Nut, will be president of 
the new company. He has been) 
with Beech-Nut most of his busi- 
ness career. 

E. J. Jordon, formerly president 
of Life Savers, will be exec vp of 
the new company and also presi- 
dent of the gum and candy divi- 
sion. 

Mr. Jordon started his career 
with Zonite Products Co. and be- 
came export advertising manager. 
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Hey! Where's the 
Mrs. FILBERTS 
MAYONNAISE ? 


tb alley PG 


SNACK TIME—J. H. Filbert Corp., Baltimore, is using outdoor for the 
first time in a four-month campaign in eastern markets. Sullivan, 
Stauffer, Colwell & Bayles, New York, is the agency. 


(AA, March 10, *47). 
When the holding company was | 


| B&B Elects Two VPs 


Clinton McDonald and Ted Lev- 


dissolved in 1933, Life Savers Corp. | enson, account executives at Ben- 
was virtually unchanged, save fof | ton, & Bowles. have } = elected 
two acquisitions—Pine Bros. of| yj; Mr. McDonald works on the 
Philadelphia, a cough drop com-/ corporate level of the General 
pany, and Beech-Nut Co. of Can- | Foods Corp. account. Mr. Leven- 
ada Ltd., a former subsidiary of | son will be supervisor on Maxwell 


U. S. Beech-Nut, which produced 
Life Savers, drops and chewing) 
gum for the Canadian market un- 
der both Beech-Nut and Life Sav-| 


er labels. 


s A company spokesman told AA) 
that Life Savers Corp. still oper- 
ates its Canadian subsidiary, but/| 
that, so far as he could determine, | 
the U. S. Beech-Nut and Life Sav- 
ers companies never previously 
had any direct connection. 

In the early 1940s, E. J. Noble 
toyed with the idea of getting into 
newspaper publishing, but instead 
he went into radio, buying Station 
WMCA in 1941. Two years later, he 
purchased the Blue Network from 
Radio Corp. of America for $8,- 
000,000 and renamed it the Amer- 
ican Broadcasting Co. Forced by 
FCC’s multiple ownership rule to 
dispose of WMCA because he had 
acquired WJZ with the Blue, Mr. 
Noble sold the station for $1,255,- 
000 to Nathan Straus. 


® In 1953, ABC and United Para- | 
mount Theaters were merged) 
(AA, Feb. 16, '53). ABC stock- 
holders—“most of the stock is 
owned by Edw. J. Noble,” AA said 
—received for each share of ABC 
stock $7.50 in common stock of 
AB-PT measured at $19 a share 
and $7.20 of preferred stock 
measured at its‘par value of $20. 
Today Mr. Noble and the Ed- 


| House regular coffee. 


In 1940 he joined Grant Advertis-| ward J. Noble Foundation, which 
ing, and became branch manager the Life Savers tycoon created a/| 
of that agency in Mexico City in| number of years ago to aid char-| 
1943. Later he was exec vp of the] ities and foster philanthropies, are | 
agency in Chicago. In '49 he started | the principal individual stockhold-_ 
his own export business and a few ers. They hold about 8%% of! 
years later joined Life Savers,| American Broadcasting-Para-| 
becoming successively treasurer, mount Theaters. 


Serves Management 


On Audio & Visual 


In every issue, AR brings 
standing articles to Advertisi 
Management summarizing late 
audio-visual developments, sug- 
gesting new applications, pointing 
out the training and showmanship 
values brought to advertising by 
audio-visual aids. 

Following are typical articles 
in AR: 


“Use of Tape Recorders 
in 


“The Flexible Flannelboard” 
“99 Questions & Answers on Films” 


“How to Make Charts 
Tell Your Story" 


“Why Outside Producers?” 


“Adam's Guide For Selecting 
Tape Recorders” 


Sel/s Management On 


exec vp and president in ’55. 


® John A. Grammer, formerly vp 
and secretary of Beech-Nut, will 


They are also the chief stock- 
holders in Life Savers Corp., but 
the exact extent of their holdings 
could not be determined at this 


Audio & Visual Aids 


be president of the new compa-| time, AA was told. In the AB-PT | 
ny’s food division. setup, Mr. Noble is a director and | 
Although it could not be con-|chairman of the finance commit-_ 
firmed, it is believed that Gordon| tee. 
C. Young, formerly exec vp and di- | 
rector of advertising for Life Sav-|" W. C. Arkell, whose father | 
ers, will hold a sin ilar position in| founded Beech-Nut, will be the) 
the gum and candy division of the! principal individual stockholder in| 
new company, and that John A.| the new Beech-Nut Life Savers | 
Ulrich, formerly advertising man-| organization. He will reportedly 
ager of Beech-Nut, will head the| hold about 10% of the proposed 
advertising department of the new 3,200,000 share issue. 
company’s food division. Edward J. Noble will be chair- 
man of the board of the new 
® Life Savers’ orizinal corporate | Beech-Nut Life Savers Inc., and 
title was Mint Products Co. When |W. C. Arkell, former board chair- 
Edward J. Noble bought it, he had/ ™@" of Beech-Nut, will be chair- 
a working capital of $900. Until he |™@n of the new company's execu- 
had devised a flavor-tight, easy-| “Ve committee. , 
| to-open package for his product, | Trading of the new company’s 
| Mr. Noble and his brother, Robert | Stock opened today on the New 
'P. Noble, board chairman, were York stock exchange. The initial 


unable to get their sales off the transaction was a sale of 100 
ground. shares at 27%. 


In 1929, Life Savers Corp. 
~  faddinme Galea Laughlin Joins Canada Dry 


Suppliers of audio-visual aids find 
a responsive audience searching 
the pages of AR. Grouped in the 
audio-visual section with the 
above articles, these ads are close- 
ly read for specific data on various 
products. Recent outstanding ad- 
vertisers in AR include: 


Viewlex, Inc. 
The Talking Tape Co. 


Ampro Corp. 

American Television & Radio Co. 
Geiss-America 

Bell & Howell 

The Harwald Company 

Picture Recording Company 


1{ audio-visuals are your prob- 
lems or your products — turn to 
AR for results! 


taken into a holiing company 
called Drug Inc., which also con- 
trolled such products as Castoria, 


but as AA reported nine years ago, 
“the Nobles never really lost their 


Vick’s Vaporub anc Sal Hepatica,| 


W. R. Laughlin has been ap- 
pointed general manager of Can- 
ada Dry Bottling Co. of Houston. 
|He was formerly pr director of 


| Galveston-Houston Breweries, sold 


hold on their mints-making mint” | last spring to Falstaff Brewing Co. 


AMalvortising 
Biancgenievemane 
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*TIME’s readership is the biggest concentrated audience of 
best customers and influential people in the United States 
today. Nevertheless, William Steig exaggerates . . . not all 
TIME readers have statues erected to them. 
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Pontiac in Spot Drive 

Pontiac Motor division of Gen- 
eral Motors Corp. is running a 
saturation spot radio campaign 
on 105 stations in 52 top markets. 
The one-minute spots recount 
how Ab Jenkins, noted racing dri- 
ver, set a new 24-hour stock car 
distance record in a 1956 Pontiac 
on June 25. MacManus, John & 
Adams is the agency. 


Rubinstein Adds Hockaday 

Helena Rubinstein Inc. has ap- 
pointed Hockaday Associates Inc., 
New York, to handle the advertis- 
ing for its Fragrance division. The 
account was previously handled 
by Ogilvy, Benson & Mather, New 
York, which continues to handle 
the other Rubinstein products. 


‘Gas Industries Equipment 
& Appliance News’ to Bow 

Gas Industries Equipment & Ap- 
pliance News, a new publication 
directed to the gas utility and LP- 
gas markets, will begin publication 
in October, with offices at 333 N. 
Michigan Ave., Chicago. Associate 
publishers are Paul Lady and Wil- 
liam Dannhausen. Mr. Lady was 
general manager of Gas and Bu- 
tane-Propane News until July 
of last year. Mr. Dannhausen re- 
cently resigned as Chicago dis- 
trict manager of the same publica- 
tions. 

Format of the new magazine 
will be tabloid. The controlled cir- 
culation will go to utilities, indi- 
viduals who sell and distribute 
natural, manufactured and LP-gas 


Imprinting— our 


> Magazines 
Sersen’s Mai! somple tor 


IMPRINTING, inc... 


specialty! 
@ Booklets 


@ Foiders 
or Phone us to Call 


CHesapeake 3-2050 
17%. ross st. CHICAGO 7 


ing and heat- 
publishers | 
will apply | 


and a group of p 
ing contractors v 
have announcec y 
for a BPA audi’ 


| 

| 

Fishin’ Jim Promcied | 
James C. (Fis: Jim) Miller | 
has been named es and adver-| 
tising manager o! |! rocks-Ibbot- | 
son Co., Utica, N. \.. fishing tackle | 
manufacturer. Mr. Miller has been 
a sales represeni:tive for the) 
company in Penn:y!vania, Mary-| 
land and Southern New York for | 
the past 24 years He also is a) 
contributor on fishing and hunting | 
to newspapers an magazines. 


‘American Weekly’ Adds One 
The Rocky Mountain News,| 
Denver, will start distributing the 
American Weekl, on Aug. 12. The} 
addition brings the supplement’s 
total circulation to 10,297,778. 


TPA Gets New Address 

Television Programs of America, | 
tv film producer-distributor, has, 
moved to larger offices at 488 
Madison Ave., New York. 


MEN’S WEAR 


Magazine 
A Fairchild Publication 


~ 


7 East 12th Street, New York 3 


Magazine, 


millions of dollars worth of men's wear 
merchandise each year. These are the people 
to whom trade advertising is directed. And 
the choice of these people is MEN'S WEAR 
the leadership publication of 
the men’s wear industry. That’s why more 
retailers (15,267) subscribe to MEN'S WEAR 
Magazine than to any other publication. 


| 
| 


} 
' 
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Sindlinger 
Word-of-Mouth on TV* 
For the Week Ending July 14, 1956 


Program 
Steve Allen (Several sponsors, NBC) 
$64,000 Question (Revion, CBS) 
Lawrence Welk Show (Dodge, ABC) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Phil Silvers Show (R. J. Reynolds, Amana, CBS) .... 
Do You Trust Your Wife? (General Motors, CBS) 
Groucho Marx (DeSoto-Plymouth, NBC) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 
Bob Cummings Show (R. J. Reynolds, Colgate-Palmolive, CBS) 
Medic (General Electric, Procter & Gamble, NBC) 
Ernie Kovacs (American Chicle, Remington Rand, Helene Curtis, NBC) 
U. S. Steel Hour (U. S. Steel Corp., CBS) 
December Bride (General Foods, CBS) 
Perry Como (Several sponsors, NBC) 
lux Video Theater (Lever Bros., NBC) 
Navy Log (Maytag Co., Sheaffer, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 
Bowling Champions (White Owl cigars, NBC) 
House Party (Several sp , CBS) 
Queen for a Day (Participating, NBC) 


CONAWAWN—F 
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Rank Program 
Steve Allen (Several sponsors, NBC) 
$64,000 Question (Revion, CBS) 
Lawrence Welk Show (Dodge, ABC) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Phil Silvers Show (R. J. Reynolds, A , CBS) 
Do You Trust Your Wife? (General Motors, CBS) 
Groucho Marx (DeSoto-Plymouth, NBC) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 
Bob Cummings Show (R. J. Reynolds, Colgate-Palmolive, CBS) 
Medic (General Electric, Procter & Gamble, NBC) 
Ernie Kovacs (American Chicle, Remington Rand, Helene Curtis, NBC) .. 
U. S. Steel Hour (U. S. Steel Corp., CBS) 
December Bride (General Foods, CBS) 
Perry Como (Several sponsors, NBC) ............ccccccsccesseeesessneeseneeneesenerennenen es 
Lux Video Theater (Lever Bros., NBC) 
Navy Log (Maytag Co., Sheaffer, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 
Bowling Champions (White Owl cigars, NBC) 
House Party (Several sp s, CBS) 

Queen for a Day (Participating, NBC) 


* Sindlinger’s word-of-mouth data is all gathered among people, 12 years or over, 


| 
| 


recall, without any aid or probing, that someone “today or yesterday” recommen 
television program to them and they remember the name of the program. Therefore 
figures are not ratings. According to Sindlinger, they are advance indicators of ratin 
and are “sharp and objective evaluators of the impact and retention of recomme 
tions from others and reflect those who are recommending as well.” 

+ Sindlinger & Co. word-of mouth ratings are based on 1,000 field interviews a day 
by nearly 200 interviewers working about the country and requiring from seven to 20 


| minutes to conduct and covering other media in addition to television at the same time. 


| 
| 
| 
' 


Interviews are conducted every day of the week, and information is compiled for a 
weekly Sindlinger client report called “Audience Action Index and Media Exposure.” 


McCann Heads ABP Committee ager of Gift & Art Buyer, will 
Justin C. McCann, vp of the|serve as chairman of the commit- 


Haire Publishing Co., New York, | tee’s advertising awards task force. 
has been reelected chairman of the | Leo E. Williams, advertising di- 
merchandising papers committee of |rector of Retailing Daily, again 
Associated Business Publications.| heads the group’s agency presen- 
Arthur P. Hibbard, business man- | tation task force. 


REMEMBER... 
when you’re 
placing 
automotive 
adver- 


| KNOXVILLE 
PEORIA 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 
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“Tll take this one!” ™ 


The deciding factor—-the PARENTS’ MAGAZINE Seal! 


HIS is the big moment in the life of a product...time of brand selection... 
when national advertising and merchandising merge into a single force. 


Helping to establish the brand preferences of millions of mothers is the 
PARENTS’ MAGAZINE COMMENDATION SEAL, symbol of product reliability. 


| This is the emblem that assures shoppers of good value. 
| This is the clincher for sales of every kind of product. | 


This is the Seal that can help move your brand! , . 


Guides the living and buying of 1,675,000 families with well over 3% million children ... 7,000,000 consumers in primary homes! f 
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Wine Use May 
Set Mark in ‘56, 


‘True’ Report Says 


New Yorx, Aug. 1—Wine con- 
sumption “in the U.S. this year 
should reach a record high, ac- 
cording to the current “Beverage 
Industry Trends,” issued by True. 
For the first four months of 1956, 
domestic wine withdrawals were 
nearly 1,400,000 gals. or 3%, 
above the January-April, 1955, 
output. 

Table wines are enjoying the 
largest increase, 700,000 gals. This 
type is expected to set another 
record this year, the report says. 

Dessert wines are continuing 
their gains of last year. Currently, 
they are 500,000 gals. above the 
level of the same ’55 period. 

Imported wines are also up. In 
the first four months of '56, wine 
imports registered a gain of 16.3% 
over the same months of last year. 
All wine types shared in the in- 
crease, with vermouth and cham- 


| 40th ANNIVERSARY 
World's Largest Manufacturers 


of TOY BALLOONS 


For 40 years The Oak Rubber 
Co. has maintained the most com- 
plete toy balloon service available 
~~ Service that includes the high- 
est quality balloons that blow up 
bigger and stay inflated longer, 
the greatest variety of sizes, 
shapes and colors, the fastest de- 
livery on any quantity and the most 
competent promotion consultation 
service. 


For 40 years, thousands of or- 
ganizations have used Oak Bal- 
loons as premiums, giveaways and 
displays to sell their products and 
services. And sell they have, for 
nothing as inexpensive as toy bal- 
loons can match the tremendous 
appeal they have for kids of all . 
ages. 

Write today — 
let our experi- 
enced promotion 
men help with 
your sales 
problem. 


| Pagne and sparkling wines having, 
the largest rates of growth. Italian | 
wines, it is noted, scored larger in- 
creases than other imported wines. 


® The report reviews domestic 
wine withdrawals and imports for 
the period of 1950-1955. Although 
imports have gained over 50% in 
this period, they account for only 
about 5% of all wine entering con- 
sumption channels in this country, 
the report points out. 

It is also noteworthy, the report 
says, that in 1955 wine usage 
reached a new high, being 2% over 
the '54 gallonage. Despite this in- 
crease, per capita consumption re- 


mained virtually unchanged. It 
was .861 gal. in '55 compared with | 
.860 in ’54. 

In the liquor field, the report} 
says, bottling statistics for the first | 
four months of '56 show vodka up | 
150% over the like period of 95; | 
gin increased 10%; blended whis-| 


|kies, 0.5%; straight whisky and | 


blends of straights, 13.5%. Bonded 
whiskies fell off 0.8%. 


® Tax-paid withdrawals of beer 
in cans and bottles were up 1.9% 
for the first four months of ’56 
over '55, but draft beer fell off 
3.5%. 

“The failure of draft beer to 


continue its early-year rise,” the 
report says, “has held down the 
increase in total tax-paid with- 
drawals to 0.7%. Unless draft beer 
picks up or the packaged brew ac- 
celerates its growth rate, the with- 
drawals this year may not stay 
ahead of the 1955 output.” 

The True report is prepared by 
Lester S. Abberbock of Fawcett 
Publications’ research department. 


AMA Offers Marketing Course 

The American Management 
Assn., 1515 Broadway, New York, 
has announced its marketing 
course for the 1956-57 season. The 
course is presented in three units 
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throughout the fall and spring: 
Planning and organizing the mar- 
keting activity; motivation, com- 
munication and standards, and 
evaluating and integrating. The fee 
for three sessions is $600. 


‘Military Electronics’ Bows 

Military Electronics & Controls, 
a new publication, will be pub- 
lished bi-monthly starting with 
the January-February, 1957, issue. 
The publisher is Instruments Pub- 
lishing Co., 845 Ridge Ave., Pitts- 
burgh. Circulation is on a con- 
trolled basis of more than 20,000. 
Advertising rate for one page, one 
time, is $540. 
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Weiss & Geller Names Eight; 
Expands Research Groups 
Weiss & Geller, Chicago, has 
appointed eight persons to its staff 
W. R. Carroll, formerly an accoun‘ 
executive with Ruthrauff & Ryan, 
Chicago, has been named accoun’ 
supervisor on the James B. Beam 
Distilling Co. account. Eugene J. 
Webb and Gary A. Steiner, who 
both will receive their doctorates 
in psychology from the University 
of Chicago this year, have been 
named to the motivation research 
department. Ken Westrate, pre- 
viously research manager of Ruth- 
rauff & Ryan and survey director 
of J. R. Brady & Associates, has 


been named senior market analyst 
in the market research depart- 
ment. 

Named to the merchandising 
department are S. Seymour Elb- 
ling, formerly with Asch Adver- 
tising Agency, New York, and Hal 
Dickens, formerly with Walter 
Schwimmer Co. Rolf W. Brandis. 
formerly tv director of W. B. 
Doner & Co., and Jordan Phee, 
copy supervisor at Batten, Barton, 
Durstine & Osborn, Cleveland, 
have been named copywriters. 


Autopoint's Potter Retires . 
Roy H. Potter has retired as vp 
of sales of Autopoint Co., a divi- 


sion of Cory Corp.. Chicago. Mr. 
Potter had been vp ©! the company 
for 20 years and ws one of the 
original founders. He will continue 
with Autopoint as a consultant to 
the president. A successor has not 
yet been appointed. 


Yardis Adds Chiccyo Office 

Yardis Advertisin.: Co., Phila- 
delphia, has opene: a midwest- 
ern office at 4624 N. Sheridan Rd. 
Bernard S. Berma. formerly a 
partner of Berman. ettenbender 
TV, has been named vp of Yardis 
and will head the Chicago opera- 
tions. He will b assisted by 
Arthur M. Soltan. 


Canada Anti-Dump 
Law Is Applied to 
U.S. Cotton Goods 


Orrawa, Ont., July 31—Canada 
has officially informed the U.S. 
that it will apply anti-dumping 
laws when the U.S. begins 
subsidization of cotton products 
Wednesday, it was learned yester- 
day. 

‘The External Affairs Depart- 
ment sent a formal note to the 
U.S. government last week to this 
effect. Application of anti-dump- 
ing legislation will mean that 


Getting economical and effective market coverage 
is no cinch when you have 41 different product 
lines being sold to 110 different industries. Here’s 
how Sales Promotion Manager, A. Richard 
Kilgore does it for Baldwin-Lima-Hamilton 
Corporation. 


Since 1952, Mr. Kilgore has built his complete 
sales promotion plan around a market-by-market 
analysis of each product. Each Fall he and repre- 
sentatives from his agency meet with B-L-H’s 
nine product managers. In these sessions each 
product’s sales and potential are rated for every 
pertinent S.I.C. category. 


The resulting ratings are then recorded on a 
quadruple-gatefolded chart that’s bound in the 
annual plan. On this chart each of B-L-H’s 110 
S.I.C. markets is weighted numerically in order of 
importance. Also each of the 41 product lines is 
rated to assure concentration of effort on the 
products with the best profit potential. 


Mr. Kilgore says: ‘““We’ve improved our market 
coverage measurably with our annual S.I.C. anal- 
yses of products and markets. In fact, they are 
indispensable for effective direction of our pro- 
motional efforts, on products that vary so widely 
in use and potential. We can compare our S.I.C. 
ratings with S.I.C. breakdowns of publication 
circulation, to make sure we get most economical 
market coverage.” 


Improvement of your market coverage is easy with 
Penton publications, because you can match your 
market objectives with S.I.C. breakdowns of publi- 
cation circulations. It is one of the important extra 
values you get when you use a Penton publication. 


oP EON TF Oe 


Publishing Company 


PENTON BUILDING * CLEVELAND 13, OHIO 


to improve his market coverage 
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|American cotton goods sold to 
|Canada below the U.S. domestic 
price will be valued at the U.S. 
price in assessing customs duty. 

The U. S. subsidy will apply on 
exports of cotton products made 
from American-grown cotton, 
whose floor price keeps its cost to 
manufacturers above that of raw 
cotton imports. The U.S. subsidy 
to American manufacturers of 
cotton products for export is some 
6¢ per lb. of cotton. 


Werner to Moser & Cotins 

Gilbert W. Werner has been ap- 
pointed to the executive staff of 
Moser & Cotins, Utica, N.Y. He 
formerly was with Kastor, Farrell, 
Chesley & Clifford and VanSant, 
Dugdale & Co. 


Newspaper Names Grinnell 

George Grinnell has been ap- 
pointed promotion manager of the 
Washington Star. He formerly 
held a similar post with the Balti- 
more News-Post. 


CHECK THE RATINGS 


@ 55% Share-of-Audience in 
Metropolitan Portland. 


@ 84% More Audience than Station B. 


@ 151% More Audience than 
Station C. 


@ 86% Preference at 45-Mile Radius. 


Sources: June 1956 Portiond ARB 
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Can't TiP SEALS TIGHT 
CAN'T STICK BY FINGER 
CAN'T DRIP PRESSURE 


HABERULE 


Rubber Cement 


The world's most modern dispenser. Handy ~ 
top. Large bristle brush always Wg perigee 
cement—no adj At your ortist 


justments necessary. 
supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AG-245 +» WILTON, CONN. 


Airequipt Sets Fall Push 
Airequipt Mfg. Co., New Ro- 
chelle, N.Y., has scheduled its 


heaviest campaign this fall in the 
men’s and photo fan magazines to 
promote its automatic 3-D viewing 
device, the Airequipt Stereo Thea- 
ter, and other automatic mechan- 
isms for home slide projectors. 
Fractional pages will run in Edu- 
cational Screen, Esquire, Holiday, 
Modern Photography, National Ge- 
ographic Magazine, Popular Pho- 
tography and U.S. Camera. Full 
pages and card stock inserts have 
been scheduled in Photo Dealer 


sakes vaRGEst TRAOE Teawitoey 


TWO Separate Newspapers «30° Line BUYS BOTH! 


EL PASO INDUSTRY 
PAYROLLS 
UP 107.8% * 
Over 1947 
"U.S. Census Bureau 


Fhe Bl Paso Fimes 


AM MOMPROOE NEWSPAPER 
ORME AMD BUND AS 


El Paso Herald-Post 


and Photographic Trade News. 
Wexton Co., New York, is the 
agency. 


Auto Dealers Directory Out 

B. Klein & Co., 27 E. 22nd St. 
New York, has published the firs! 
volume of its “1956 Directory o 
American Automobile Dealers.” 
Volume I covers Ford Motor Co. 
dealers and costs $20. Volume II 
covers General Motors Corp. deal- 
ers, is due Aug. 15, and costs $30; 
Volume III covers Chrysler Corp. 
Cealers, is due Sept. 15, and costs 
$20, and Volume IV covers ali 
other cars, is due Oct. 15, and 
costs $20. 


Duncan Joins KONO-TV 

Justin R. Duncan, formerly with 
WOAI-TV, San Antonio, has been 
named operations manager oi! 
KONO-TV, San Antonio, KONO. 
TV was recently granted a con- 
struction permit by the Federa' 
Communications Commission; Mr 
Duncan is now busy with the pre- 
liminary plans for construction. 


Argus Names Geer, DuBois 
Argus Chemical Corp., manu- 
facturer of vinyl stabilizers and 
plasticizers, has appointed Geer, 
DuBois & Co., New York, to handle 
its advertising. The account was 
previously handled by Richard 


Lewis Advertising, New York. 


COMING: Mightiest men’s wear promotion 
in TRUE’s 
history... 

based on the 
sell-out excitement 
of a bonus 
December issue! 
Don't miss it! 


Sell the 
real men... 
the 2,000,000 
TRUE men 
who do 


their own buying! 


swift, large scale, steady transfor- 


TESTIMONIAL—A “thank-you” letter from the head of the Nitrogen 

division, Allied Chemical & Dye Corp., is a feature of this two-color 

spread for Catalytic Construction Co. in the September, 1954, For- 
tune, 


Business Paper Success Story ... 


PHILADELPHIA, July 31—Catalytic 
Construction Co., whose growth 
has been as effervescent as its 
name implies, has twice in a dec- 
ade expanded its activities into 
brand new fields. With each move, 
it has found business paper adver- 
tising an effective way to build 
new markets for its services. 
Catalytic, which builds for the 
chemical, petrochemical and oil 
refining industries, initially had “a 
very modest” advertising budget. 
“But it has grown since we got 
started,” Mr. Hamilton told AA. 
“After a few early jobs that 
showed what we could do, the 
word got around, and new clients 
came in. The advertising helped 
spread the word, and it continues 
to be an important factor in the 
company’s growth.” 

The beginning, for Catalytic, 
was back in 1946, when the found- 
ers anticipated an upsurge in re- 
finery construction because of 
warborn shortages of refinery 
equipment. At the start, Catalytic’s 
jobs were in the petroleum field, 
but operations expanded into 
petrochemical processing, which 
mushroomed after World War II. 


= Then, in 1951, Catalytic got into 
the atomic energy business, trans- 
lating many of the techniques 
which had been developed in the 
petroleum field into this brand- 
new area. 

“We have no product to sell ex- 
cept our engineering ability, the 
brainpower that we have available 
and the experience of our top 
men,” explains H. C. Hamilton, 
who handles is Bibs and pub- 
lic relations. 

A two-color spread in Fortune 
told how Catalytic succeeded when 
the Atomic Energy Commission 
sought the creation of an engineer- 
ing design “that would mean 


Business Paper Ads Help Catalytic 
Build for Oil, Chemical, Atom Fields 


mation of raw uranium ore into 
the pure metal that will feed the 
great atomic plants at Oak Ridge, 
Hanford and Savannah River.” 

To accomplish this, Catalytic 
“designed the 1,050-acre, $78,000,- 
000 feed materials production cen- 
ter at Fernald, O.” 

Nowadays Catalytic places pages 
and spreads, usually in color, some 
in four colors. Many of the ads 
run to the case-history \ format. 
When the company completed a 
plant at Omaha for the nitrogen 
division of the Allied Chemieal & 
Dye Corp., a color spread in F& 
tune reproduced a photo of 
new establishment and a let 
from the nitrogen division he 
Hugo Riemer. It said in part: 


e 


® “Congratulations ...well ahea 
of the time schedule and com 
fortably within our cost estimates. 
It was a big, complicated job, in- 
volving some of our new process 
developments never before incor- 
porated in a commercial plant.. 
altogether a fine performance, and 
your organization is entitled to 
commendation for it.” 

The advertising, handled by 
Doremus-Eshleman, is aimed at 
technical men and top brass in the 
petroleum, chemical and atomic 
energy fields. Publications appear- 
ing on the Catalytic list include 
Chemical Engineering, Chemical 
& Engineering News, Chemical 
Week, Engineering & Mining Jour- 
nal, Fortune, Mining Congress 
Journal, Nucleonics, Oil Daily, Oil 
& Gas Journal, Petroleum Engi- 
neer, Petroleum Processing, Pe- 
troleum Refiner and World Petro- 
leum. 

Canadian publications include 
Canadian Chemical Processing, 
Canadian Mining & Metallurgical 
Bulletin, Canadian Oil & Gas In- 
dustries, Chemistry in Canada, Oil 
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CASE HISTORY—Catalytic Construction Co. tells about its designing of 

the Atomic Energy Commission feed materials production center 

at Fernald, O., in this two-color spread which appeared in Fortune, 
September, 1953. 
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The importance of the executive audience—and Business 
Week’s unique influence on this audience—are drama- oft | 

For 18 consecutive years, Business Week has led all Be Me ; 
general-business magazines in total advertising pages... 
and for the past 8 years, all of America’s great general- 
consumer magazines as well. 


The Top 8 Magazines in America : 
TOTAL ADVERTISING PAGES—FIRST HALF OF 1956° : ; 


1. BUSINESS WEEK... ... 2,984 tt 
RARSS ees eo ee 2,329 oe 
3. THE NEW YORKER... . . . 2,325 
4. THE SATURDAY EVENING POST. “1,905 


WE. 5 5. Se cor f 


5 
é neve SS eS 1,638 
U. S. NEWS & WORLD REPORT 1,636 ae &g 


8. FORTUNE 1,018 é 
*Source: Publishers Information Bureau 
(excludes trade, technical, and industrial publications). 
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: : ing machines, 10 refrigerators and; Noteworthy is the fact that none; weren’t planned on. ladies said they had 100% influ- 
Family Buy ing Plans 9 oil burners. These purchases/ of the unexpected tv set purchases| How much does the wife have! ence over the Meron In drug and 
‘Gang Aft Agley,’ were in addition to those that were| resulted from old set breakdowns. | to say about the family’s purchas-| toiletries buying, 72% of the 

planned on. Twelve were bought with “enter-| ing? Quite a bit, Chatelaine’s sur-| housewives felt they had 100% in- 
‘Chatelaine’ F inds tainment” given as the major in-| vey shows. Of all women talked| fluence on the buying. 
® Why did they buy unexpected-| terest. Three were bought because | to in the survey, 61% saidthey had| The group covered by Chate- 


Toronto, July 31—Hospital care,|ly? Real necessity, for the most| of bargains, three more because of at least 50% of the say about fam-| laine’s survey included  socio- 


doctor and dental bills and the/|part. Of the car purchases, 19 re-| “family pressure.” One was bought | ily tytn 80 of major household | economically “average” families: 
items and autos. most of them had two children; 


stork are the major upsetters of the| sulted from old car breakdowns/|as a gift. | 
buying plans of Canadian subur-/and 15 more resulted from “gen-| On all the household utility com- all lived in homes built within the 
ban families, according to a survey;eral need.” Only 12 bought for| modities, “necessity” and “old one|® In the specific fields of gro-| last six years, and most household 
by Chatelaine, Canadian women’s | “convenience,” and 11 succumbed} worn out” were always the main/|ceries, children’s clothing and| heads were employed either in 
magazine. to a “good trade-in offer.” reason for the purchases that| women’s clothing, over 80% of the! sales or labor. 


In a sampling of suburban fam- 
ily buying plans in January, 1955, 
and a follow-up check a year later 
to see what they actually bought, 
Chatelaine learned that 45.8% of 
the 238 respondent families in- 
curred unforeseen expenses in the 
course of the year that prevented 
them from buying the cars, tv sets, 


washing machines and other major 
items they had planned to buy. + 
Of these people, 60.6% were 
caught by surprise hospital, medi- 
ee0 


cal or dental) bills, while another 
17.4% had been visited by the 
stork, or expected to be. Unexpect- 
ed auto purchases, necessitated 
mostly by breakdowns, put 26.7% 
more off their buying mark while 
unemployment forced another 
15.6% to curtail their buying. 


@ Once planned on, home repairs r 
had a slightly better chance of 
getting accomplished than did pur- Pe 1] | = 0 u rs 


chases of major household items, 
the study shows. Of the 62.2% of 
respondent families who in Jan- if is 
uary, 1955, planned to do interior iti : 4 +s 
ee ee eony most exciting, modern western police show ever filmed for television! | 
51.3% had the painting work done 
by the year’s end. Similarly, 9.7% 
of the families had planned to buy 
and install new storm windows and 
screens and by the end of the year, 
but 7.2% actually had done so. 
On the major commodity pur- 
chasing side, 46 families planned 
to buy a new car within 12 months, 
whereas a check at the end of that 
time showed that 34 had made the 
purchase. Eight of the ten families 
that planned to buy refrigerators 


made the purchase, but of the six 
families that planned to buy a new a # 
kitchen stove, none had done so. the 
On the other side of the ledger, | 
meanwhile, a considerable amount | r : 0 0 C ] S a 
of unplanned purchases was made 
in the course of the year. Between | 


them, the 238 families interviewed 
in suburban communities across 

the Dominion unexpectedly pur- produced for NTA Desilu . . . studi mou “I Love | y “um Miss Brooks,” 
chased 61 autos, 24 tv sets, 23 bed- by the iofo s for “IL e Our $ 
coum furniture sets, 59 livung seem “December Bride” and “Make Room For Daddy.” 


furniture sets, 16 vacuum cleaners, 
16 power lawn mowers, 11 wash- 


Tell 39,000 | | 


Hardwaremen 
pict MIDWESTERN 
ice all MARKETS 

through 1957 


ro Ml Ne 


aN GE ~ WRITE-WIRE-PHONE, TODAY! All the details are available to you from 
oe —— 


ar A 
[ ATIONAL LELEFILM ISSOCIATES, INC. 


60 W. SStm STREET » NEW YORK 19. N.Y. © PHONE: PLAZA 7-2100 « CABLE:. NATTELFILM 


‘ WOLLYWOOD, CALIFORNIA MONTREAL, CANADA MEMPHIS, TENNESSEE BOSTON, MASS. MINNEAPOLIS, MINMESOTA 
; 8721 Somer Bid. 1434 St. Covhovine $0, 2605 Sterich Building Statler Motel Office Beilding Avenwe 
Write for full information ! Prone: Crestview 11191 Phone: University 69495 = Phema: Hechoom 61565 Phone: Liberty 2-633 onan aaneee 


Closes October 15, 1956 . : HAROLD GOLDMAN, V.P. CHARGE OF SALES 


HARDWARE Coe = 


964 N. Pennsylvania St. ¢ Indianapolis, Ind. 
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Paper-Mate’s Tred to FC&B |Co., Buffalo, to direct its advertis- 

Paper-Mate Co., Chicago, has | ing in the U.S. The account in- 
appointed Foote, Cone & Belding, | cludes all four divisions—tires and 
Chicago, to handle advertising for | automotive products, sporting 
Tred, a liquid lead pencil to be | goods, foam rubber and industrial 


marketed soon. FC&B also handles | rubber products. Landsheft & Bar- 


vertising and marketing plans for| 
Tred are now being developed. CBS Film Names Moore 
Thomas W. Moore has been 
Dunlop Tire to Comstock /mamed general sales manager of 
Dunlop Tire & Rubber Corp.,|CBS Television Film Sales, New 
Buffalo, has appointed Comstock & | York, replacing Wilbur S. Ed- 


wards, who resigned tv become di- 
rector of distribution ‘or Encyclo- 
paedia Britannica ‘films. Mr. 
Moore formerly managed the Los 
Angeles office of CBS Film. 


Schrafft Names Silion Bros. 
W. F. Schrafft & Sons Corp., 
Boston, subsidiary «' Frank G. 
Shattuck Co., New York, has ap- 
pointed Silton Bros. Boston, to 
handle advertising, m :rketing and 
merchandising for (ts. candies. 


Badger & Browning & Parcher, 
Boston, formerly handled the ac- 
count. 


Publishes New Magazine 
Aeronautical Purchasing will be 
published by Industrial Publishing 
Group, 812 Huron Rd., Cleveland, 
starting in January, 1957. The cir- 
culation guarantee will be 6,000. 
Bennett H. Horchler, publisher of 
the company’s Applied Hydraulics, 
will head the new publication. 


Paper-Mate’s other products. Ad-| ber formerly handled. 


a ee 


2 GREAT NAMES... 


NTA - first in television film distribution 


DVosehe. .. first in television program production 


combine to bring you THE FIRST DESILU PROGRAM TO 
BE MADE AVAILABLE FOR FIRST-RUN . . . REGIONAL 
SPONSORSHIP! 


For real sales action . .. a top-action police show with 
a western twang... with the fighting, gun-slinging 
Sheriff of Cochise re-enacting authentic case histories 
} from the files of Cochise County, Arizona...... 
SHOT ON LOCATION AGAINST THE THRILLING 
BACKGROUND OF THE BADLANDS OF THE WEST! 


4 Sheriff of Cochise combines the thrills of the best 
police show you have ever seen, with the edge-of-the- 
( seat excitement of a blazing western. It was created 
with an all-family audience in mind... the best 
audience any sponsor can have! 


starring 


N BROMFIELD — 


39 
Swingline Names Gumbinner 


Swingline Inc., New York, man- 
ufacturer of home and office stap- 
ling machines, has appointed Law- 
rence C. Gumbinner Advertising, 
New York, to handle its advertis- 
ing. The company for the past few 
years has been placing direct. An 
expanded campaign using all me- 
dia is now being planned. 


Wesley Aves Names Smolen 

Wesley Aves & Associates, Chi- 
cago, has ‘appointed Ervin S. Smo- 
len executive art director. Mr. 
Smolen formerly headed his own 
studio in Kansas City, Mo., spe- 
cializing in direct advertising, sales 
promotion material and national ad 
campaigns. 


CBS Starts Promotion Organ 
CBS Radio has started a month- 
ly promotion bulletin called “Sta- 
tion Breaks.” Mailed to all affili- 
ated stations, the bulletin serves as 
a house organ for stations to use 
in the exchange of promotion ideas. 


RADIO 


SELLS j 


no matter 


what 
people may 
be doing! 


° * 
Politz finds... 
... that RADIO is the ONLY 
medium which commands 
people's attention while 
they are DOING SOMETHING 
ELSE. Radio is a constant, 
friendly companion in peo- 
ple’s lives, present almost 
wherever they go or whet- 
ever else they do, all around 
the clock. 


In Southern New England— 
where the average per capi- 
ta income is 13% above 
U.S. average—67.2% of the 
total adult population listens 
to radio on the average day. 
Almost 4 TIMES as many 
people listen to WTIC as to 
any other station serving 
the area, 
* alfred Politz Research, inc. 


For complete information on this 
rich Southern New England 


call CHRISTAL 


or write directly to 


HARTFORD 
CONNECTICUT 
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TO WIN SALES LEADERSHIP, : 
YOU'VE GOT TO “DYNAMITE” THE BLUE GROUND 


Standard advertising patterns cannot do the job. 


To progress, even to exist, products need a 
firm toe-hold in the Blue Ground of Sales. 


Bulk of those families most enriched by our 
expanding economy live here. Bustling in- 
dustry with its upswinging payrolls is cen- 
tered here. Eight out of ten super market 
dollars are spent here. Seven or more out of 
every ten dollars of all retail sales are rung 
up here. 


This concentration of wealth and consumer 
buying activity has made obsolete the tradi- 
tional patterns of advertising. Thinly spread 
circulations can’t begin to tap the enormous 
potential of the Blue Ground of Sales. You 
need deep penetration of these rich fields to 
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MORE READERS PER DOLLAR 
Average Noting —All Four-Color Page Advertisements 


AMERICAN WEEKLY 


maintain a steadily rising sales curve and 
to win market dominance. 


The American Weekly, with its more than 
10 million families, digs into the Blue Ground 
more deeply than any standard magazine. 
It delivers twice as many readers per dollar 
as Life . . . more readers than Life and the 
Ladies’ Home Journal combined for about 
half the cost. 


Ask your American Weekly representative 
to map out Blue Ground potential for you. 
His story — “Dynamiting the Blue Ground” 
— provides a completely new marketing con- 
cept to guide sales strategy. 


SEVEN OR MORE OUT OF EVERY TEN DOLLARS 
SPENT AT RETAIL ARE SPENT IN THE 
BLUE GROUND OF SALES! 


% § WWERICAN WEEKLY 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7 © Distributed by: 


ALBANY TIMES-UNION ¢ BALTIMORE AMERICAN © BOSTON ADVERTISER © BUFFALO COURIER-EXPRESS * CHICAGO AMERICAN ¢ CINCINNATI ENQUIRER ¢ CLEVELAND 
PLAIN DEALER © COLUMBIA, S.C. STATE ¢ CORPUS CHRISTI CALLER TIMES * DALLAS TIMES HERALD © DETROIT TIMES * HOUSTON CHRONICLE ¢ HUNTINGTON, W. VA., 
HERALD-ADVERTISER «© KNOXVILLE JOURNAL © LOS ANGELES EXAMINER ¢ MIAMI HERALD ¢ MILWAUKEE SENTINEL « NEW ORLEANS ITEM * NEW YORK JOURNAL-AMERICAN 
PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH * PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT ¢ ST. PAUL PIONEER PRESS * SAN ANTONIO LIGHT 
SAN FRANCISCO EXAMINER « SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE © WASHINGTON POST & TIMES-HERALD * WICHITA BEACON 
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LOWER COST PER THOUSAND 
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Jenkins Advances Devine 
William B. Devine has been ap- 

pointed exec vp of William Jenkins 

Advertising, Philadelphia. 


{HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Tie-Ins Enrich 
Sales Flavor of 
1956 Politics 


(Continued from Page 2) 
manage to get their products be-| 
fore the cameras for a video “free| 
load” at the expense of Oldsmo-| | 
bile, Sunbeam, RCA, Philco and| § 
Westinghouse.) But there’s little! 
doubt that the tv sponsors paved| 
the way: In ’52 it was learned that 
the public had no strong objections 
to mixing plugs with politics. 


® Most prominent of the political 
“tie-ins” this year is General Mills, 
which incidentally is crashing the 
,;charmed circle in no uncertain 
terms through a tie with ABC and 
its convention sponsor, Philco. 
General Mills will conduct a 
seven-week contest in which con- 
sumers answer five 
questions, one of which involves) 
selecting the best names for the) 
elephant and donkey party sym-| 
bols. Entry blanks will be included 


ay 
et 


Kniss 
Barney Kingston Merchandising Director Witting 
Dent be fooled by the “outlet map™ on 
your wall! It's one thing toe put your 
product in stores—it's quite another to 
move it. 

If your preduct or service lends itself 
te personal selling—whether in a home, 
office, store, institution, services station, 
ete.-it will pay you to investigate the 
booming $9'% billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is te move merchandise 
through médem direct selling—in ALL 
counties of the 48 states and provinces of 
Canada. 

Let us analyze your product or service 
without obligation on your part. If your 
product has potential in our field we sub- 
mit 34-year sales-tested plan for considera- 
tion; sample plan starts 50 new companies 
every month . . . many of which now do 
from $250,000 to more than $1244 million 
annually. 

Send factual data to our Merchandising 
Director, Barney Kingston, Dept. A-202 
Salesman’s OPPORTUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Ill. 


ticipants in the telecast are C. J. 


flour. 

Prizes—to be awarded each/during August, newspaper and 
week—will consist of various; Sunday comic section ads, a radio 
Philco products, with a final grand| spot saturation schedule and spots 
prize of $25,000 to be announced on “Wyatt Earp” (ABC-TV) and 
during the ABC-TV election night “Valiant Lady” (CBS-TV). 
coverage. General Mills will give) 
the affair a big send-off, includ-|® In a quid progquo, Philco will 
ing pages in Look, “he Saturday! mention the contest during its 
Evening Post and This Week, ABC convention coverage and 


gD 
pic in anon 0c A ST Sod 


mass GIVES YOU ALL 4... 


the “SELLING FOURSOME” 


“SIGHT... ~—s« SOUND... ACTION.. VIVID COLOR! 


plus—A CAPTIVE AUDIENCE and NO COMPETITIVE ADVERTISING 


It takes all four—sight, sound, action and vivid color—to do the selling job for you. 
MPA gives you all four, plus a captive audience that sees no more than four non- 

competitive commercials. In many communities, the audience is equal to approximately 
80% of the population physically able to attend theatres. 

At every performance during the weeks you advertise on the theatre screens, you 
will be “all alone” in your line of business, holding the full attention of a captive 

audience. MPA takes only one advertiser for each product classification in theatres 

_ selected, for as little as one week or as many as 52 weeks in succession. 

YOU can de a lot of selling when you are the only one in your field who is advertising 
and selling to a captive audience. 

We invite you to look into this selling medium soon, as it is limited to only four non- 
competitive advertisers for each theatre for one week up to fifty-two successive weeks. 


Inquire now! 


More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 70 E. 45th St. 
New Orleans, La. New York, N. Y. 


TIEN CIRCUIT—Top officials of Westinghouse Electric 

; | Corp. used a 56-city closed circuit tv hookup to 
political | jgunch what is probably the biggest of political cov- 
erage tie-ins: Westinghouse will spend more than 
$5,000,000 besides its CBS radio-tv coverage. Par- 


in 30,000,000 sacks of Gold Medal| YP @%d consumer products general manager; Richard 


Sargent 


television-radio 


(Chris) Witting, 
lamp division. 


General Mills will plug Philco 
and ABC wherever possible dur- 
ing the contest build-up. Curious- 
ly, this will include the CBS “Val- 
iant Lady” program, where Philco 
| (not ABC) will be mentioned; in 
fact, the weekly winners of Philco 
goods will be announced there—a 
proceeding which should require 
some agility on the part of the 
Gold Medal agency, Dancer-Fitz- 
gerald-Sample. 

Around the conventions them- 
selves the tie-in merchants will 
be hovering like program peddlers 
at a ball park. Interestingly, the 
most commercial of the conven- 
tions is fairly sure to be the Chi- 
|cago one, conducted by a party 
/many of whose members have had 
| hard words for the “hucksters.” 

This, apparently, has little to do 
| with convention ethics, a lot more 
| to do with the fact that Chicago’s 
| International Amphitheater is big 
enough to accommodate advertis- 
|ers, whereas San Francisco’s Cow 
Palace is not. As a result, Clapp & 
Poliak’s “American Showcase,” a 
promotional sideshow (AA, May 
7), will assail delegates and visi- 
tors in Chicago from a berth with- 
in the walls and right next door 
to the arena where House Speaker 
Sam Rayburn will be maintaining 
order and decorum. It will not ap- 
pear in San Francisco. 


® Deprived of a “Showcase,” Re- 
publicans have been putting the 
best possible face on the matter by 
affirming that they want no “car- 
nival” atmosphere around their 
Cow Palace. However, Democrats 
have been saying the same thing, 
in almost the same words, “Show- 
case” or no. 

Various people around the office 
of J. Leonard Reinsch, Demo- 
cratic convention director, have 
limned in a vague, but emphatic, 
convention decorum. Essentially, 
this says that the convention arena 
itself is holy, but that “what goes 
on at the hotels or in the Amphi- 
theater wings is okay.” 

“We can’t keep people from dis- 
tributing samples and other ma- 
terials outside the arena,” said 
one Democrat. 


# On the other hand, Jack Christ- 
ie, convention pr director, told AA 
that Mr. Reinsch’s office has al- 
ready turned down one magazine 
which wanted to put a copy on 
every delegate. chair, and an air- 
line which would put a cushion on 
each seat blazoned with the com- 
pany name. 

“We want no paper litter on the 
floor—we nearly had a fire in ’52,” 


prohibit newspapers 


hall.” 


said Mr. Christie. “We may even| 
from the| 
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Craig Sloan 


J. Sargent, general manager of marketing and dis- 
tribution; V. D. 
Electric Supply Co.; E. J. Kelly, general manager, 


Kniss, president of Westinghouse 


division; John W. Craig, vp and 


general manager of the electric appliance divisions, 
and F. M. Sloan, vp and general manager of the 


In the wings and at the hotels, 
therefore, the commercial show 
goes on. As in °52, Coca-Cola will 
be at both conventions in force, so 
that the bright red Coke machines 
will be as ubiquitous as video 
cameras. 


® RCA will have no fewer than 
seven trailers outside the auditor- 
iums to dispense hot food and 
drinks to delegates and the press. 
Air Transport Assn., representing 
the nation’s airlines, will operate 
a delegates’ lounge (the Assn. of 
American Railroads did it last 
time) and in Chicago Admiral 
Corp. will plant its portable tv sets 
in the various press cubicles and 
elsewhere (it will also stick 15 of 
them as far away from the heat of 
battle as the tables and bar of 
New York’s Colony Restaurant). 

Other “courtesy” products, 
ranging from citrus. juice dis- 
pensers to adding machines, will 
serve the conventions in the hope 
of attracting delegates’, or maybe 
even the televiewers’, eyes. Wemb- 
ley Inc., New Orleans, for ex- 
ample, has been dickering to drape 
a custom-made necktie on every 
male delegate and, it hopes, on a 
flock of tv performers. 

Helping still further to swell the 
commercial mob swirling around 
the convention halls will be the 
regular tv and radio shows which 
will originate there. This includes, 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 

PRESS 
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of course, nearly all major network 
shows. 

It also includes such entertain- 
ment vehicles as ABC’s “Breakfast 
Club” (Chicago only), ABC-TV’s 
“Mickey Mouse Club” (San Fran- 
cisco only) and NBC-TV’s “Home” 
and “Today” (both cities). The 
fact that the above are all partici- 
pation shows accents the point that 
no mere handful of sponsors will 
be getting into this year’s political 
jam pot. 


® For the Democrats, the “Ameri- 
can Showcase” will add many 
square feet of exhibit booths, 
manned by such companies as 
Coca-Cola, Pepsi-Cola, Nehi, Can- 
ada Dry, Seven-Up, Curtiss can- 
dies, Ronson shavers, Armour 
packaged meats, Encyclopedia 
Britannica and even Schenley 
liquors. All will have displays, the 
package goods firms (not Schen-| 
ley) will give out samples and the} 
whole thing will be such an inti-| 
mate part of the political show) 
that delegates and tv cameras will | 


hardly be able to restrain these Bae 


selves. Or so it is hoped. 


In return, the sales exhibit will | a se 


pay the Democrats’ rent. 


® Here are some other tie-ins that 
had been unveiled as this was 
written (there are sure to be plen- | 
ty more): | 

Both parties will produce pro-| 
Prams—better known in the polit- | 
ical trade as “ad books”—for the 
edification of delegates and vis- | 
itors, and they should be loaded 
with ads by commercial concerns. | 
National Distillers Products Corp., | 
for example, will have an institu- | 
tional ad in both books, expressing | 
the hope that the pols’ delibera- | 
tions will be for the good of the | 
country. In one of numberless | 
journalistic tie-ins, Maco Magazine | 
Corp., New York, has published | 
“Watch,” a 96-page illustrated | 
guide to convention television cov- 
erage. Prepared by Columbia, 
Broadcasting System’s news staff, 
the book sells for $1. 


® Finally, there is the outdoor 
aspect. If local advertisers’ plans, 
materalize, the air should be black 
with plane-dragged tows spelling 
out the names of tv stations, ap-| 
pliance houses, etc. 

And there is already a stiff 
seller’s market in ouidoor sign 
space in both cities, especially 
along the main routes of conven-. 
tion travel. Westinghouse is one) 
advertiser which will be using lots 
of outdoor posters and bus ads— | 
and it reportedly had a tough time | 
filling its order. | 


New England NIAA Elects 

John B. Fairbairn, president of | 
Fairbairn & Co., West Hartford, 
Conn., has been elected president | 
of the Western New England chap- | 
ter of the National Industrial Ad- | 
vertisers Assn. Other officers are 
Roland J. Laboissionniere, Ameri- 
can Screw Co., Willimantic, and 
Frank Hohmeister, Torrington Mfg. | 
Co., Torrington, vps; Charles W. 
Jones, Fafnir Bearing Co., New 
Britain, secretary, and George M. 
Isbell, Veeder-Root, Hartford, | 
treasurer. 


Publishes Marketing Book 

“The Development of Markets | 
for New Materials” has just been 
published by Harvard Business 
School, division of research, Sol- 
diers Field, Boston, 265 pages, $4. | 
The book, by Professor E. Ray- 
mond Corey, is based on the ex- 
periences of major producers of 
aluminum, fibrous glass and plas- 
ties. 


Orange-Crush Names Moss 
Orange-Crush Co., Evanston, 
Ill., has appointed Earl C. Moss _ 
advertising manager of Inter-| 
American Orange-Crush Co. Mr. 
Moss formerly was an account ex-| 
ecutive with Rhoades & Davis, San 
Francisco. 


Emerson Shifts Two 

Michael Kory, vp in charge of 
sales for Emerson Radio & Phono- 
graph Corp., Jersey City, N.J., has 
been named president of Emerson 
New York, Emerson distributor for 
the New York-New Jersey metro- 
politan area. At the same time Hal 
Dietz, now general manager of 
Emerson New York, will become 
vp in charge of sales for the man- 
ufacturing company. 


WFMY-TV Appoints Anderson 

Wayne Anderson, formerly pub- 
licity director of WSB and WSB- 
TV, Atlanta, has been named pro- 
motion director of WFMY-TV, 
Greensboro, N.C. 


Spencer Changes Name 

Don Spencer Co., New York ad- 
vertising representative for college 
and professional athletic publica- 
tions, has changed the name* to 
Spencer Adcvertising Co. Don 
Spencer becomes chairman of the 
new corporation. Judson G. Sherr- 
ill moves from exec vp to presi- 
dent. 


Lysol Sponsors ‘Queen’ 

Lehn & Fink Products Corp. 
New York, will present half the 
Tuesday telecast of “Queen for a 
Day” starting Aug. 7 over NBC- 
TV. Time for Lysol! disinfectant 
was bought through McCann- 
Erickson. 
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Jay Victor Agency Moves |Hunter-Tewksbury Adds Office 
Jay Victor & Associates, adver-| Hunter-Tewksbury Co., Pacific 
tising and public relations consult-| Coast advertising representative, 
ant, has moved to larger offices at|has opened a new office at 808 
1225 Raymond Blvd., Newark, N.J |S.W. 15th Ave., Portland, Ore. 


Serving the Zooming 
| $3,320,000,000,. . 
Oil heating —Fileloil Market 
PROVEN Reader interest: highest 
ABC Subscription Renewal Per- 
centage in the entire heating field. 
Only heating magazine audited 
by both ABC and BPA. Write for 
Market Data. 


2 W. 45th St., N.Y. 36, N. Y. 


*As reported to A.B.C. 
for first 6 months 1956 


—subject to audit. 


BONUS ( 


delivered 
to 
advertisers 


) 196,144 (24x) 


OUTDOOR LIFE 


Key to the market of men—as big as all outdoors. 


SARASOTA 


e CLEVELAND ¢ LOS ANGELES °* 


SAN FRANCISCO © PORTLAND, ORECON 
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Oh, how he wishes he was in Peoria! 


Sad spacebuyer didn’t listen when Ward-Griffith 
talked of booming buying power in Illinois’ second 
largest metropolitan area. Then a survey* showed over 
1/3 billion sales dollars clinking across counters in 
Metropolitan Peoria—an area where the 

Peoria Journal Star’s 100,000-plus daily circulation 

has a 99.7% ratio-to-homes delivery! 


(National reps Ward-Griffith Co, will also tell you 
that Peoria is an ideal test market, free from 
outside media influence—as far from Chicago or 
St. Louis as Baltimore is from New York.) 


* Sales Management "1956 Survey of Buying Power” 


New York, Aug. 1—The New 
York Stock Exchange last week 
released results of a survey made 
for it by Alfred Politz Research 
showing that between early 1952 
and 1956 the number of individuals 
owning shares in publicly held 
American corporations rose from 
6,490,000 to 8,630,000. 

The new figure, showing a 33% 
increase in little more than four 
years, or 500,000 a year, is attrib- 
uted by Keith Funston, president 
of the exchange, to various causes, 
including the “development of new 
techniques by the New York Stock 
Exchange and member companies 
to meet the needs of the investing 
public.” 

Daniel H. Woodward, director of 
advertising and sales promotion, 
told AA that while he and other 
executives of the exchange feel 
that the advertising which the 


exchange has done over the past 


Louisville’s 
BEST KNOWN FIGURE 


Since January 1, this little fellow has been seen by more 
individuals than any other man, woman, child... creature or 
character . .. live or animated . . . in the Louisville market. 


The Channel 11 figure of WHAS-T'V is seen on every station 


identification and promotion slide, every poster and printed piece, 


every mailing and display. 

At a glance he means WHAS-TV, the dependable friend of 
Kentuckians and Hoosiers . . . the selling friend of local 
and national advertisers. 

He should remind you that for individual and distinctive 
treatment, your advertising deserves the impact of pro 


gramming 
of character. In Louisville, WHAS-TV programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 


316 000 WATI¢ 


BASIC CBS-TV Network 
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Advertising Helped N.Y. Stock Exchange 
Increase Shareowners 33% in Four Years 


few years “has played an impor- 
tant part in helping to bring about 
the increase in stockholders, it is 
impossible to say specifically how 
much effect the advertising pro- 
gram has actually had.” 


® There are no immediate plans, 
Mr. Woodward said, for making use 
of the new survey in current ad- 
vertising. But next year’s adver- 
tising, he said, probably will make 
use of some-of the survey’s find- 
ings. \ 
The Stock Exchange’s fall and 
winter advertising program is now 
being prepared, Mr. Woodward 
said, but he added it\would be pre- 
mature to say anything about it at 
this time. Calkins & Holden_is the 
agency. 

Here are some of the major find- 
ings of the new stock exchange 
survey: 

Women stockholders now out- 
number men by 51.6 to’ 48.4%. In 
1952 men accounted for 50.2% 
Housewives and non-employed 
women account for 34.2% of all 
shareowners. 

Of shareholders in _ publicly 
owned companies, 64.1% have in- 
comes of less than $7,500 a year. 

The typical (median) sharehold- 
er is 48 years old, compared with 
51 four years ago. 

Because of the movement into 
the suburbs, the greatest growth 
in share ownership has been in 
communities with populations of 
2,500 to 25,000. 


s The new survey supplants the 
Brookings Institution study made 
for the exchange in 1952. Ques- 
tionnaires were sent to 4,600 pub- 
licly held corporations whose stock 
is held by 31,200,000 shareholders. 
After checking for duplications it 
was discovered that the average 
shareholder held 4.25 issues, 
against 4.1 issues four years earli- 
er. 

The new survey shows that 8.3% 
of the 99,800,000 civilian adults in 
the U.S. own shares of stock. 

The typical individual stock- 
holder, the survey shows, has had 
four years of high school and no 
higher education. 

New York, with 1,699,000 stock- 
holders, tops the list of states with 
the largest stockholder representa- 
tion. California with 1,011,000, and 
Illinois with 732,000 follow. 

The New York Stock Exchange 
spent $600,000 during the first six 
months of 1956 for an educational 
advertising campaign. Its over-all 
expenditures in 1955 amounted to 
$975,000. It has been using inser- 
tions in 573 daily newspapers, 160 
Sunday newspaper magazines and 
had two pages in Life. 


ADS CUT NET BUT 
PAY OFF: FUNSTON 

New York, July 31—Keith Fun- 
ston, president of the New York 
Stock Exchange, reported today 
that the exchange’s net income for 
the first half of 1956 declined to 
$608,122 from $708,613 in the 
comparable period of '55. 

Expenses for the first half in- 
creased $655,000, including $247,- 
000 for expanded advertising ac- 
tivities. 

Mr. Funston emphasized, how- 
ever, that research indicates the 
exchange’s advertising program— 
concentrated almost entirely in 
newspapers—is producing good re- 
sults. 

“Experience has deepened our 
conviction,” he says in his current 
quarterly report, released today, 
“as to the soundness of our adver- 
tising theme—‘Own Your Share of 
American Business.’ This year,” he 
says, “the exchange developed a 
dynamic new approach to our ob- 
jective of educating the public 
about investing. Through informal, 
friendly copy and warm and hu- 


, morous illustrations, our advertis- 
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ing was designed to attract more} 
readership; to create a climate of) 
understanding approval of the 
stock exchange, and to build con- 
fidence in our member companies. 


s “For the first time,” Mr. Fun- 
ston points out, “magazine sections 
of Sunday newspapers were added 
to our schedule, which for the) 
first half of 1956, consisted of 
four ads in 567 daily newspapers, 
two pages and two half pages in 
163 newspapers and two full pages 
in Life. 

“Our research indicates con- 
clusively,”” Mr. Funston says, “that 
the new technique and schedule 
are producing effective results. 
Exchange ads stood at the top in 
readership among both men and 
women. 

“Coupon returns are only inci- 
dental to the educational aim of 
our advertising, and, moreover, 
readers are urged to get in touch 
with our members. However, the 
public continued to send coupons 
in large numbers directly to the 
exchange. 

“During the first half of this 
year,” Mr. Funston notes, “the ex- 
change received more than 74,000 
coupons requesting educational lit- 
erature. One ad—in a Sunday 
newspaper—produced 18,000 cou- 
pons, a record for any stock ex- 
change ad at any time. 


= “After the requests for litera- 
ture were filled, these responses 
were turned over to members to 
follow up, They reported that 9% 
of the responses were converted 
into new accounts. Another 31% 
were considered promising enough 
for further contact. Of the re- 
mainder, a large proportion were 
from students or other individuals 
who would benefit from education 
about common stocks.” 

Concerning the Monthly Invest- 
ment Plan, Mr. Funston reports 
that since the plan was inaugurat- 
ed in January, 1954, nearly 73,000 
plans have been started, and many 
of these have been converted into 
regular accounts. 


MacLean-Hunter Appoints to 
‘Rock,’ ‘Concrete Products’ 

MacLean-Hunter Publishing 
Corp. has appointed George K. 
Konz western sales manager of 
Rock Products and Concrete Prod- 
ucts, with headquarters in Chica- 
go. Formerly manager of the ma- 
rine publications at Simmons- 
Boardman Publishing Corp., he 
succeeds Louis Thaon, who has re- 
tired. Harold R. Dunlop, most re- 
cently business manager of Rail- 
way Track & Structures, a Sim- 
mons-Buoardman publication, has 
joined the Chicago sales staff. He 
succeeds Edward Hickey, long a 
member of the midwestern office, 
who has retired. 

Wayne D. Adamson Jr., former- 
ly advertising manager of Barber- 
Greene Co., Aurora, IIl., has been 
named director of research and 
development and business coor- 
dinator of Rock Products and Con- 
crete Products. 


Rubin Leaves CarCards Inc. 

Samuel Rubin, a vp and director 
of CarCards Inc., New York, 
transportation advertising com- 
pany, has resigned and moved to 
California. His successor has not 
yet been named by CarCards. 


Time Ing. Boosts Levitt 

Arthur Levitt Jr., formerly with 
the corporate publicity department 
of Time Inc., has been named 
assistant to the promotion director 


A MESSAGE FOR 


Did you know that WGN reaches more homes than any other advertising 


medium in Chicago? 


It’s a fact. And if you sold just one carton of “Cokes” to the radio homes 


COCA 
COLA 


in WGN’s area, it would mean 28,121,160 bottles sold! 


What’s more, WGN’s Complete Market Saturation Plan has proven it 
can sell this market at low cost. Further facts and figures are available to 


you for the asking. 


(To 7-Up—The largest market of any Chicago ad- 
vertising medium should be of interest to you, too.) 


A Clear Channel Station . . . Illinois 


Serving the Middle West 


MBS 


Chicago Office: 441 N. Michigan Avenue, Chicago 11, Illinois 
Eastern Advertising Solicitation Office: 220 E. 42nd Street, New York 17, New York 


50,000 Watts 
720 
On Your Dial 


West Coast: Edward Petry & Company, Inc. 
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Per Barrel Beer Ad | 


Costs Drop 25% in ‘55 


(Continued from Page 3) 
from $6,820,379 in 1954 to $5,493,- 
665 last year. Ad cost per bbl. 
dropped in the same period from 
$1.17 to 97.8¢. 


® The lowest ad cost, an even 
3¢ per bbl., helped sell 1,042,000 
bbls. for Coors Brewing Co., Den- 
ver, newcomer to the “over a 
1,000,000 bbls.” group this year. 
Coors, for which there is no com- 
parison against previous years’ 
spending, invested $32.238 in 
newspaper advertising. 

Users of these figures prepared 
by AA are reminded that this 
year, for the first time, expendi- 
tures in outdoor advertising are 
included in the tabulation accom- 
panying this story. Consequently, 
the figures for 1954 have been ad- 
justed to accommodate the outdoor 
data and provide a more reason- 
able comparison. 

Network radio advertising fig- 
ures included in the survey are 
for seven months only. Network 
radio expenditures have not been 
measured since July, 1955, and the 
partial year’s figures for this med- 
ium present a distorted view. 


# Furthermore, estimates of the 
relationship of advertising spend- 
ing to the quantity of beer and ale 
sold are necessarily incomplete be- 
cause some of the most important 
advertising done by brewers is 
omitted. This includes displays, 
signs and point of sale merchan- 
dising aids, which probably ac- 
count for more spending than ads 
in measured media. 

For example, A. Edwin Fein, 


managing director of Research Co. 
of America, estimates that big 
brewers spend $2 a barrel in ad- 
vertising and small brewers about 
$1.50. Over-all spending by the 
industry in advertising and sale: 
promotion, says Mr. Fein, is ap- 
proximately $150,000,000. 

In third place for the second 
time, Ballantine sold 3,953,000 bar- 
rels in 1955, up somewhat from its 
1954 sales of 3,713,000 barrels. Bal- 
lantine spent $1,571,939 in adver- 
tising last year at a per bbl. cost 
of 39.7¢. This compares to spend- 
ing of $2,693,234 in 1954 at a per 
bbl. cost of 72.5¢. 


® Moving from sixth to fourth 
place, Falstaff displaced Pabst, 
which dropped a notch in sales 
rating for the second year in a 
row. Falstaff moved 3,653,000 bbls. 
and spent $2,594,448 in advertising 
at a cost of 71¢ per bbl. in 1955. 
Ad spending was down from the 
$2,744,722 chalked up in 1954, 
when 3,290,000 bbls. were sold at 
an ad cost of 83.4¢ per bbl. 

Pabst sold exactly the same 
amount last year as in 1954—3,- 
500,000 bbls. However, the com- 
pany spent less in advertising, 
dropping from $4,147,572 and a per 
bbl. cost of $1.18 in 1954, to $3,- 
408,382 and an average of 97.3¢ 
per bbl. in 1955. 

Of the remaining. brewers on the 
list, nine spent more money in ad- 
vertising in 1955 than in 1954, and, 
of these, six showed increased 
sales. Five brewers spent less ad- 
vertising money, and three of these 
had lower sales in 1955 than in the 
previous year. 


Media May Reduce 
Consumption While 
Promoting It: Albig 


Cuicaco, July 31—-The prospect 
of media becoming a major coun- 
ter force to the aims of advertising, 
in addition to being a major ve- 
hicle for it, is raised by William 
Albig of the University of Illinois 
in his new book, “Modern Public 
Opinion” (McGraw-Hill, $6). 

At present, says Mr. Albig in 
one of his general conclusions, both 
the society’s commercial interests 
and consumers’ desires are avidly 
for greater consumption. “The log- 
ic of this position,” he says, “would 
make the primary enemy of soci- 
ety, and, basically, of the business 
process” any force that dissuades 
the public from its inclination to 
consume. 

Yet, he points out, mass media, 
which carry the burden of this 
persuasion to consume, “invade the 
time and energies of consumers 
who are prevented from more 
business-stimulating consumption 
by slumping before their television 
sets for hours on end.” 


@ Mr. Albig’s new book, a major 
text covering the broad subject of 
public opinion and communica- 
tions, is largely an up-dating of 
his earlier work, “Public Opinion,” 
published 15 years ago. 

Following the organizational 
pattern of his earlier book, the au- 
thor’s present work covers six 
areas—public opinion theory, psy- 
chological processes, opinion and 
attitude measurement, opinion 
change and the advertising-public- 
ity business, mass media, and the- 
ories and issues. 

Of special interest are the ex- 
tensive data on four facets of pub- 
lic opinion formation that have 
grown in importance in the past 
15 years—government propaganda, 
censorship, opinion measurement 
and polls and the technological 


advances in media, primarily tv. 


® Much more technical informa- 
tion on public opinion is available 
now than in 1941, Mr. Albig notes 
in his preface. 

“And yet,” he asserts, “when I 
review what I have learned of 
meaningful, theoretical significance 
about communications and about 
the theory of public opinion, I am 
not so encouraged. Gross generali- 
zation and theory have made little 
advance during these years. The 
bulk of research contributions has 
usually avoided generalizations, 
and skillful syntheses have been 
rare. 

“The intellectual climate has 
been unfavorable to the emergence 
of logical theory, while the objec- 
tively accumulated data are far too 
fragmentary to provide the basis 
for much generalization or grand 
theory.” 


Booklet Highlights 
Equipment Trends 

The average American worker 
uses $12,500 worth of equipment 
in his job, according to a new study 
published by the Council for Tech- 
nological Advancement, 1200 18th 
St., N. W., Washington. The book- 
let explains the result of, and need 
for, capital investment in all types 
of business. Single copies of 
“Trends in Equipping the Ameri- 
can Worker” are available free 
from the Council. 


Sorgatz Heads Resort Corp. 

George F. Sorgatz Jr. has re- 
signed as general manager, crea- 
tive director and senior partner of 
Bevis Associates to become presi- 
dent of Resort Enterprises Corp., 
Miami. Resort will publish guide 
and zoning maps of Florida com- 
munities as well as an advertising 
column in national magazines. Mr. 
Sorgatz also has been an account 
executive with Ogilvy, Benson & 
Mather and advertising manager 
of Pan-American Grace Airways 
Inc. 
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Per-Case Costs of Beer and Ale Advertising 


Sales of brewers whose 1955 output exceeded 1,000,000 bbls. related to the amount invested 
by each in general magazines, farm magazines, newspapers, Sunday sections, network radio 
(seven months only), network tv and outdoor during the past seven years. These figures are not 
offered as complete records of ad expenditures; brewers spend large sums in spot radio and tv 
as well as point of purchase materials and other non-measured media. 


1955 

tJOS. SCHLITZ BREWING CO. 

1,000 bbls. sold .............. 5,780 

Ad investment ...... $7,450,861 

Ad cost per bbl. ............ $1.29 

Puen Oe ei 9.3¢ 
ANHEUSER-BUSCH INC. 

1,000 bbls. sold .............. 5,617 

Ad investment ............... $5,493,665 

Ad cost per bbl. ............ 97.8¢ 

ah y) Re 6.4¢ 
TP. BALLANTINE & SONS 

1,000 bbls. sold .............. 3,953 

Ad investment ................ $1,571,939 

Ad cost per bbl. ............ 39.7¢ 

(a ll 2.9¢ 
FALSTAFF BREWING CORP. 

1,000 bbis. sold .............. 3,653 

Ad investment $2,594,448 

Ad cost per bbl. ............ 71¢ 

geek  _—_—— 5.1¢ 
TPABST SALES CO. 

1,000 bbls. sold .............. 3,500 

Ad investment 


1,000 bbls. sold .............. 3,072 
Ad investment ............... $2,034,130 
Ad cost per bbl. ............ 66.2¢ 
Ere Mee ca MN | cneoees 4.8¢ 
F. & M. SCHAEFER BREWING CO. 
1,000 bbls. sold ............:. 2,675 
Ad investment $1,548,486 
Ad cost per bbl. ............ 57.8¢ 
eth  ——_e 4.2¢ 
CARLING BREWING CO. 
1,000 bbls. sold .............. 2,655 
Ad investment ................ $423,045 
Ad cost per bbl. ........ a 15.9¢ 
vy et a 1.2¢ 
MILLER BREWING CO. 
1,000 bbls. sold .............. 2,191 
Ad investment ................ $1,683,523 
Ad cost per bbi. . 76.8¢ 
23 i 5.6¢ 
STROH BREWERY CO. 
1,000 bbls. sold .............. 2,153 
Ad investment ............... $1,202,534 
ei eg: ae 4.0¢ 
tC. SCHMIDT & SONS INC. 
1,000 bbls. sold .............. 1,917 
Ad investment ................ $3,725,441 
Ad cost per bbi. ........... $1.94 
ine ——- = 14¢ 
|| |LUCKY LAGER BREWING CO. 
1,000 bbis. sold .............. 1,824 
Ad investment $1,223,857 
Ad cost per bbi. .. 67.0¢ 
o ow o“ case 4.8¢ 
JACOB RUPPERT BREWERY 
1,000 bbls. sold .............. 1,438 
Ad investment ................ $925,627 
“on ” ”“ case 4.1¢ 
DREWRYS LTD. 
1,000 bbls. sold 1,425 
Ad investment $543,119 
Ad cost per bbi. .. 38.1¢ 
a“ ” “a case 2.8¢ 
PIEL BROS. 
1,000 bbls. sold 1,365 
Ad investment . $404,867 
Ad cost per bbi. ..... 29.6¢ 
Ke  _—-= 2.1¢ 
NATIONAL BREWING CO. 
1,000 bbls. sold ........ 1,286 
Ad investment $211,987 
Ad cost per bbl. .. 16.4¢ 
et (Se 1.2¢ 
SPFEIFFER BREWING CO. 
1,000 bbls. sold ....... 1,208 
Ad investment .... $829,920 
Ad cost per bbl. .... 68.7¢ 
o “we o“ case 5.0¢ 


**1954 


5,406 

$7,319,025 
$1.35 
9.8¢ 


5,829 

$6,820,379 
$1.17 
8.5¢ 


2,096 

$3,430,691 
$1.64 
6.1¢ 


1,769 


40.1¢ 
2.9¢ 


1953 


5,255 
$3,733,430 
7l¢ 
5.2¢ 


6,711 
$3,041,609 
456 
3.3¢ 


3,882 
$2,021,738 
52¢ 
3.8¢ 


2.911 
$1,197,891 
4l¢ 
3.0¢ 


4,250 
$3,089,864 
73¢ 

5.3¢ 


3,085 
$2,212,971 
72¢ 
5.2¢ 


2,138 
$1,327,696 
62¢ 
4.5¢ 


1952 


6,347 


$2,341,768 


37¢ 
2.7¢ 


6,034 
$1,681,096 
28¢ 
2.0¢ 


2,875 


1,475 


1951 


5,716 
$2,347,578 
4l¢ 
3.0¢ 


5,479 
$1,887,227 
34e 
2.4¢ 


2,612 
$1,035,675 


2.9¢ 


1,242 
$101,475 
8¢ 

0.6¢ 


1950 


5,097 
$1,749,321 
34¢ 
2.5¢ 


4,889 
$1,486,292 
30¢ 
2.2¢ 


4,375 
$978,676 
22¢ 


3,419 


63¢ 
4.6¢ 


1,096 
$171,217 
16¢ 

0.9¢ 


1,253 
$370,242 
30¢ 
2.2¢ 


"4,526 
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1955 

GOEBEL BREWING CO. 

1,000 bbls. sold .............. 1,116 

Ad investment ................ $683,304 

Ad cost per bbl. ............ 61.2¢ 

= wT KS ies 4.4¢ 
SAN FRANCISCO BREWING CO. 

1,000 bbls. sold .... 1,070 

Ad investment $325,290 

Ad cost per bbl. ............ 39.4¢ 

ics. eee ye 2.2¢ 
COORS BREWING CO 

1,000 bbls. sold .............. 1,042 

Ad investment ............ ... $32,238 

Ad cost per bbl. 3.0¢ 

> ee RR eS .2¢ 
JACKSON BREWING CO. 

1,000 bbls. sold............ ; 1,008 

Ad investment ............ J $804,199 

Ad cost per bbl. ............ 79.7¢ 

oo ee. scams 5.8¢ 


BLATZ BREWING CO. (SCHENLEY INDUSTRIES INC.) 


1,000 bbls. sold .............. 928 
Ad investment ................ $624,963 
Ad cost per bbl. ............ 67.3¢ 
OT yt Te INDY, cecnanteae 4.9¢ 


**1954 1953 1952 
1,346 1,580 1445 
$648,372 $259,597 $506,094 
48.1¢ 16¢ 35¢ 
3.5¢ 1.2¢ 2.5¢ 
1,036 1,018 961 
$135,224 $91 $113,370 
13.1¢ 9 12¢ 
0.9¢ 0.7¢ 0.9¢ 
1,905 enti slide 
975 1,062 1,662 
$380,466 $1,031,799 $1,591,284 
39.0¢ 97¢ 96¢ 
2.8¢ 7.0¢ 7.0¢ 


47 


1951 1950 1949 | Skinner Joins Perry |sentatives, has joined John H. 
Richard W. Skinner, formerly | Perry Associates, New York, pub- 
1,408 1,258 1,142| with Weekly Newspaper Repre-  lishers’ representative. 
$313,061 $237,159 $210,261 
22¢ 19¢ we | 
1.6¢ 1.4¢ 1.3¢ 
_ .+ehere’s why 
838 623 496 | 
wi conics MOODY MONTHLY 
7¢ 12« 
0.5¢ 0.9¢ 0. is your best buy in the 
cat sae! _. ~~‘ CONSERVATIVE 
5 eas =e —— PROTESTANT 
<a __._—Ss CHURCH 
MARKET 
ean ee jie — and at the 
gd pi ei LOWEST RATES 
1,799 1,746 1,598 iehomtas -geloagremeiga 
$2,433,110 $1,493,668 $1,557,222 about the in its field! 
$1.35 86¢ 97¢ pro em 
— baad ae roe MOODY MONTHLY rion 
we 820 N. LaSalle Street © Chicago 10 M!chisen 21570 


*Outdoor figure includes California Brewing Co. in order to agree with last year’s figure. 
tFigures include expenditures for both beer and ale 


|No ad expenditures listed in 
media for 1949 
§No ad expenditures listed in measured 
media for 1952 
#No ad expenditures listed in mecwred 
media and no soles figures available for 
1949 through 1953. 
**Figures for 1954 have been revised to 
include outdoor advertising since a two- | 
year comparison now makes this preferable. | 


GF’s New Shake-a-Pudding | 
Campaign Aims at Triple Sale 

General Foods Corp., White 
Plains, N. Y., in its new “Shake | 
a-Pudding” promotion is aiming at | 
a triple sale for retailers; a pack- | 
age of Jell-O instant pudding, a 
bottle of milk and a shaker for 
blending (which most grocers now | 
carry as an impulse sales item). | 
Full-color store displays, more) 
than 7’ tall, proclaim, “Hey kids! | 
It’s new—it’s fun. Shake-a-Pud- | 
ding.” Each display holds five 
cases of the pudding, with recipe | 
books that suggest buying a shak- | 
er in the store and remind cus- | 
tomers to stop at the milk counter | 
too. 

The displays will be featured on | 
commercials during August and | 
September on “Topper” (NBC- | 
TV), “Roy Rogers” (NBC-TV) | 
and “Our Miss Brooks” (CBS-| 
TV). Brochures outlining the cam- | 
paign will be mailed to 30,000 
wholesale milk distributors and 
milk plants, to point out that every 
package of Jell-O instant pudding 
sold requires the purchase of a 
pint of milk, and to urge distrib- 
utors to tie in with the campaign. 
Young & Rubicam, New York, is 
the agency. 


Standard Oil Sponsors 
All-Star Radiocast, Too 

In the July 30 issue, AA report- 
ed that Pabst Brewing Co. and 
Standard Oil of Indiana will share 
sponsorship of the College All- 
Stars vs. Cleveland Browns foot- 
ball game on Aug. 10 on ABC-TV, 
but that Pabst would be the sole 
sponsor of the game on ABC radio. 

D’Arcy Advertising Co., Stand- 
ard agency, has informed AA that 
Standard and its _ subsidiaries, 
American Oil Co. in the East and 
Pan-Am Southern Corp. in the 
South, also will split the radio 
sponsorship with Pabst. 


| 


Mueller Sets Macaroni Drive 
C. F. Mueller & Co. plans a rec- 
ord advertising drive for its maca- 
roni products, beginning in Sep- 
tember. It will use ads of 300 to 
1,200 lines in 32 dailies in 23 cities 
on Thursdays, as well as radio, tv 
and business papers. Scheideler & 
Beck, New York, is handling. 


Bastord Takes Large Space 
G. M. Basford Co., New York, 
has moved to larger quarters, oc- 


cupying the entire 19th floor of 
the Lincoln Bldg. 


STAND BY 


ose. 
Mites: 


All Network Sponsored we 
10:00 AM-12:00 Noon (NYT), M-F 
(Common Morning Network Option Time) 
Nielsen Average Homes Reached 
Audience Rating Per Average Minute 


ABC Radio 2.7 1,277,000 
Network B* 2.3 1,088,000 
Network C 1.8 851,000 
Network D 1.3 615,000 


*The true efficiency margin over Network B can only 
be seen by looking of costs: ABC drama segments 
(containing one commercial minute) range from $},000 
to $1,300, depending on frequency. Network B, on the 
other hand, charges about $2,000 per minute in its 
leading morning program, according to Nielsen. 


We have a little announcement 
for a few select friQENdS: asc. Moming Drama 


Bloc outrates all competition, by an average margin of 50% 
according to Nielsen’s latest radio report.' Incidentally, twice 
as many homes tune to radio in the morning as tune to tele- 
vision according to Nielsen. You're free to draw your own 
conclusions. The one we draw is this: you get more (homes) 
for less (cost per commercial minute) on ABC Morning Radio 
— Breakfast Club, My True Story, When a Girl Marries, 
Whispering Streets, Grand Central Station, The Jack Paar 
Show. For full facts, call your ABC Radio representative. 
tNielsen, June 11. ABC advantage in previous report was 47%. 


ABC Radio Network 
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O’Hern lane 


SIGNED & SEALED—New officers of the newly-incorporated Standart, 

O’Hern & Lane Advertising Agency, Kansas City, Mo., are shown 

here after signing final papers merging their two companies. They 

are John B. O’Hern, president, and William C. Standart, exec vp, 

both formerly of Standart & O’Hern Inc., and Richard A. Lane, for- 

merly of Richard Lane & Co. Offices of the merged agency will be 
at 307 W. 14th St. 


= ee 
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Uihlein 


BEER BUST—Arthur Godfrey visited Milwaukee to get 
acquainted at the Jos. Schlitz Brewing Co., a spon- 
sor of his morning CBS-Radio show and his first 
brewery sponsor. With Mr. Godfrey are Robert A. 
Uihlein Jr., vp and director of sales; J. R. Moriarity, 


northern divisional manager; John Toigo, vp and 
director of marketing; Louis S. Berger, director of 
media and research; Richard Steenberg, ad manager, 
and Robert C. Bassett, vp, community and labor 
relations. 


NEAT & SWEET—Mazx Factor & Co. is getting its Christ- 
mas packages ready for the tree. Shown here are 
its Busy Man’s Bar, which includes after shave lo- 
tion, cream hair dressing and cologne, and Elec- 


trique perfume, dolled up as a “Bluebird of Happi- 
ness.” To promote its Christmas gift suggestions, 
Max Factor has scheduled four-color ads in Life, 
Dec. 6, and Look, Dec. 11, plus tv spots. 


e.ecteD—Alexander Stolley (left), Farson, Huff & Northlich, turns 
over the files of Cincinnati Industrial Advertisers to the new presi- 
dent, Richard J. Reif, R. K. LeBlond Machine Tool Co. Other new 
officers are David D. Black, Products division, Cincinnati Milling 
Machine Co., 1st vp; Phil R. Hume, Keelor & Stites Co., 2nd vp, and 
William D. Dineen, Allis-Chalmers Mfg. Co., secretary-treasurer. 


oe eo 


WELL-WISHERS—This foreign travel display in the lobby of Mercantile 

Trust Co., St. Louis, served a two-fold purpose—it boosted the sales 

of travelers checks and also helped a fund drive for a heart-lung 

machine for St. Louis Children’s Hospital. Bank customers tossed 

coins into the fountain to “make wishes come true.” The wishing 
coins were turned over to the hospital fund. 


Mann Runkle 
pany employes. Presenting the tv set are Roger 
Pishny, Howard Neumann and Monty Mann, vps, 
and Oscar Heuser, account executive. 


SuRPRISEI—In honor of the tenth anniversary of the 
Lowe Runkle Co., Oklahoma City, Lowe Runkle, 
president, was given a portable tv set from all com- 
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Knowing when to do which 


Some people insist that advertising, to 
be good, must always be “different.” 

They feel that the arresting picture, the 
strange headline, the startling layout will 
capture more attention from more people. 
And they’re often right. 


Other people insist that advertising should 
always be ‘“‘conventional.”’ 

They feel that a straightforward story, 
presented with tried and tested advertising 
techniques, will generate the best results. 
And they’re often right, too. 


We believe that a good agency should have 
the ability and courage to do the unusual. 
And equally the ability and courage to do 
the obvious. 


Above all, it should have the seasoned 
judgment to know when to do which. 


YOUNG & RUBICAM, INC. Advertising » New York + Chicago + Detroit + San Francisco 
Los Angeles + Hollywood + Montreal « Toronto « Mexico City » San Juan « London 
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Paramouni Profit Up 25% 

Net operating profit of Ameri- 
can Broadcasting-Paramount The- 
aters Inc., New York, for the first 
six months of 1956 is $4,202,000, 
or 97¢ a common share. This com- 
pares with $3,355,000, equal to 77¢ 
per common share for the same 
period in 1955. 


WE SELL ADVERTISING 
FOR ALERT PUBLISHERS 


Out West where 
more manpower is 
needed, where ter- 
ritories are larger, 
we specialize in 
solving publishers 
«problems of ad 
sales and service. 
ll-state coverage 
from two offices. 
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LOS ANGELES * 2550 Beverly Boulevard 


How many sides to Surface? 
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GEOMETRY REVISITED—These ads get on solid ground while showing 

“How many sides to Surface?” The ads are part of a series of six 

for Surface Combustion Corp., Toledo, scheduled for Scientific 

American. Besides the cuboctahedron cutout, other Archimedes 

solids are used, including the truncated tetrahedron. Odiorne Indus- 
trial Advertising, Yellow Springs, O., is the agency. 


Copies of all kinds for 
busy ad men 
in just 4 seconds 


Young Foods Doubling 

W. T. Young Foods Inc., Lex- 
ington, Ky., has announced an ex- 
pansion program which will dou- 
ble the company’s peanut butter 
production capacity. The company 
produces Big Top peanut butter 
and Big Top salted nuts. A wholly- 
owned subsidiary of Procter & 
Gamble Co., Young was acquired 
by P&G in August, 1955. 


A totally new idea in office 
copying, o-Fax needs no 


COPYING MACHINE 


chemicals or negatives 


Fastest copy maker of them all! The 
new THERMO-FAX Copying Machine 
gives you perfect copies in just 4 sec- 
onds . . . for as little as 4¢ per copy. An 
exclusive All-Electric process eliminates 
chemicals, negatives, masters, and spe- 
cial installations. You get copies of the 
things you need copied most...when you 
need them most! Send the coupon below 


today for complete details on the new 
economical All-Electric way to copy. 
REG U.S. PAT. OFF. 
Thermo-Fax 
BRAND 
The term eam Pax isa cusietened 
Gs Seas 
Conade: P.O. Bor 757, London, 
Minnesota Mining & Mfg. Co. 
Send complete detcils on the All-Electric way to speed copying and 
communications in my office. 
Nome : 
Position 
Address 
City. 


Duplicating Products 
wenue, New York 16, -en ta 
Ontario. 
Dept. KV-866, St. Paul 6, Minn. 
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Name ANA Program Chairman 

| Ray Weber, advertising mana- 

|| ger, Swift & Co., has been named 

|| program chairman of the 47th an- 

||nual meeting of the Assn. of Na- 
| tional Advertisers to be held at the 
| Drake Hotel, Chicago, Oct. 22-24. 


| 

| Peters, Griffin Names Bloch 

| Robert W. Bloch, who recently 
iset up his own public relations 
business in New York, has been 
named a pr consultant to Peters, 
Griffin, Woodward, station repre- 


sentative. 


New York, Aug. 1—A _ suit 
charging a conspiracy to destroy 
its business by setting up a com- 


peting operation, and seeking total 
|damages of more than $1,000,000, 
|has been filed in supreme court by 
|Union Circulation Co. against 
|Hardel Publishers Service, recent- 
|ly formed magazine subscription 
jagency, and 14 other defendants 
Included among the defendants 
‘are Harold F. Delaney; his wife, 
|Christine, and several former crew 
/managers of Union Circulation 
| Union originally was organized in 
|1936. Mr. Delaney was with the 
jcompany for ten years before re- 
signing as president last fall. On 
|April 6, he opened Hardel Pub- 
| lishers Service. 

The complaint states that Chris- 
|tine and Harold Delaney, as part- 
|ners in Union Circulation, “had 
|aecess to all trade secrets and con- 
fidential information” of the com- 
‘pany. 


|@ The Delaneys, according to the 
complaint, “initiated and master- 
‘minded the execution of a plan, 
scheme and conspiracy to injure, 
‘ruin and destroy the business and 
|good will of the plaintiff... by 
enticing away the key employes, 
agents and independent contrac- 
'tors [of Union] and by setting up 
|a competing business for the pur- 
pose of pirating and acquiring the 
|business established by [Union].” 
Mr. and Mrs. Delaney are charg- 
ed with using “trade secrets and 
confidential information” in order 
to contact and induce former em- 
ployes to join Hardel. Amon; 
\these, the complaint alleges, are 
‘former Union Circulation crew 
managers Alma and John L. Laney 
Sr., Donald W. Fish, Jack Robin- 
‘son, Nellie and Bert N. McCor- 
mick, Roy McLaughiin, Donald 
Bailey, Robert Richardson, Mar- 
'garet Gressett, Theresa and John 
,Guidry and Harold G. Orr. 
| Union says the defendants cir- 
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$1,000,000 Union Circulation Suit Hits 
Ex-Head Who Set Up ‘Piratical’ Competition 


culated false statements concern- 
ing the plaintiff's financial condi- 
tion, asserted that the company 
was a “sinking ship” and incom- 
petent. 


@ Union charges the Delaneys 
with inducing the other defendants 
to commit breach of contract and 
alleges that magazine subscription 
business of more than $175,000 
annually has been diverted to 
Hardel. In addition, the plaintiff 
claims loss of another $250,000 
from the future earnings of two 
crew managers. 

In the complaint, Union asks 
that Hardel and the other defen- 
dants be enjoined against opera- 
ting in business together. The suit 
also asks for the return of all rec- 
ords to the plaintiff and for finan- 
cial relief. It seeks $500,000 from 
all defendants; $250,000 from Har- 
del Publishers Service and Mr. and 
Mrs. Delaney; $160,681 from Don 
W. Fish for breach of contract, and 
$100,373 from Jack Robinson for 
breach of contract. 

The defendants have 20 days in 
which to reply to the complaint. 
In the meantime their attorneys, 
Moldauer & Tepper, declined to 
comment. 

Attorneys for the plaintiff are 
Friedland, Jobrack & Zurkow. 


Reeves Joins Garland 

Paul G. Reeves, advertising di- 
rector of Adolph Coors Brewing Co. 
until Jan. 1, 1955, and since then a 
Coors distributor, has joined the 
staff of Charles H. Garland & As- 
sociates, Phoenix, as an account 
executive. 


Roon Joins Schering Corp. 

Alberta Roon, formerly manager 
of foreign market research for 
Pfizer International, has joined the 
management research department 
of Schering Corp., Bloomfield, N.J., 
as a market analyst. 


DON'T SELL. 


ach with its own varied 
economy! Each an impor- 
. tant factor in the over-all 


Bion: 


For complete coverage in the Lone Star 


State, your schedule should include 


TEXAS HARTE-HANKS NEWSPAPERS 
Total Daily Circulation: 242,783 


picture of Texas buying! 
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SPECIAL—In the 17-year history of 

the show, Minneapolis Brewing Co. 

is the first to tie in with the Min- 

neapolis Aquatennial, according to 

the brewer. Here, pretty Sandy 

Smith displays the Grain Belt 
“special.” 


F. M. Thieriot, Wife 
Presumed Dead in 
Andrea Doria Sinking 


San Francisco, July 31—Ferdi- 
nand M. Thieriot and his wife 
Frances are reported missing and 
presumed dead following the sink- 
ing of the Italian liner, the Andree 
Doria, off the East Coast. Their son 
Peter was rescued from the sink- 
ing vessel. 

Mr. Thieriot was circulation di- 
rector of the San Francisco Chron- 
icle. In some publications it wa: 
erroneously reported that Charles 
Thieriot, president of the Chron- 
icle Publishing Co., a brother of 
F. M. Thieriot, was aboard the 
ship. At the time of the collision 
Charles Thieriot was at his home 
near San Francisco. 

Also killed in the crash was 
New York Times correspondent 
Camille Cianfarra, and his daugh- 
ter Joan. His wife was injured and 
his stepdaughter, Linda Morgan, 
daughter of Edward Morgan, ABC 
news commentator, survived de- 
spite the fact that the impact of 
the crash hurled her from her 
stateroom of the Italian liner onto 
the decks of the Stockholm. 


Taplinger Joins Warner 
Bros.; Plans PR Merger 

Robert S. Taplinger will join 
Warner Bros. Pictures Inc. as vp in 
charge of advertising and public 
relations Oct. 1, by which time he 
expects to announce a merger of 
his publicity company, Robert S 
Taplinger Associates, New York 
“with another leading pr agency.’ 

Gil Golden will continue as ad- 
vertising manager of Warner 
while Larry Golob, now eastern 
publicity director, will become 
national publicity director. Char- 
les S. Steinberg will replace Mr 
Golob in the East. Mr. Taplinger 
succeeds the late Mort Blumen- 
stock. 


Stanley Names Wettstein Rep 
on Coast, Raciti to Editor Post 

Stanley Publications, Chicago, 
has appointed Wettstein & Asso- 
ciates, with offices in Los Angeles, 
San Francisco and Portland, to 
represent Transportation Supply 
News and Jobber Product News 
on the West Coast. 

Stanley also has named Russell 
J. Raciti managing editor of Job- 


|ber Product News and associate 
|editor of Transportation Suppl; 
|News. Mr. Raciti formerly wa: 


| with Jobber Topics. 


Shappe-Wilkes Names Kent 
Shappe-Wilkes, New York, has 
appointed Howard Kent associate 
|} account executive and copy super- 
visor on its photographic accounts. 
|He most recently was advertising 
manager of FR Corp., New York 
photo products manufacturer. 


Glaser Forms Agency 

Bernard Glaser, formerly gen- 
|eral manager of the Press, Levit- 
town, Pa., has formed Bernard 
|Glaser Associates, advertising and 
public relations, with offices in 
Philadelphia. 


Publication Boosts Sugarman 

Industrial Publications, Chicago, 
has advanced Harold J. Sugarman 
to the new post of eastern sales 
manager of Building Supply News. 
He has been with the publication 
10 years. 


IN SUBURBAN NORTH JERSEY 

ONE NEWSPAPER REACHES MORE THAN 
62,000 BERGEN ANO PASSAIC COUNTY 
HOMES EVERY EVENING - AND IT IS 
OVER 80 PERCENT HOME-DELIVERED 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mer. 


J. R. Parrott (left) gets accurate butterfat tests 
on his registered herd of Brown Swiss dairy cattle. 


“THE OHIO FARMER Gives Us More Facts” 


Says J. R. Parrott, Hardin County, Ohio 


THE OHIO FARMER is selective . . . dedicated solely 
to the welfare of Ohio farm families. From the many 
new practices and fresh ideas continually evolved, 
THE OHIO FARMER picks those of greatest benefit to 
its readers. 

Look at the result! Exceptionally thorough reader- 
ship in 4 out of 5 Ohio farm homes. Here’s where 
your sales message brings amazing response. You 
reach a large, receptive body of regular readers— 
and buyers! 


Another reason—you hit one of America’s richest 
farm markets as well. Ohio is a top-third state in 


farm income (more than a billion dollars in 1955) 
with steady income all year long. Ohio farmers diver- 
sify with a full range of crops and livestock. 


By every measure THE OHIO FARMER is the smart 
advertising buy. It’s low in cost, quick and easy to 
use— published twice every month and rotogravure 
printed to save you the cost of plates. Two equally 
popular state farm magazines circulating in similar 
high-income markets are MICHIGAN FARMER and 
PENNSYLVANIA FARMER. Why not get the selling 
story on all three? Write 1010 Rockwell Avenue, 
Clevelard 14, Ohio. 


The On1N0 ; FARMER 


MICHIGAN FARMER, East Lansing 


PENNSYLVANIA FARMER, Harrisburg 
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Radio Pioneer Finds 
TV Medium ‘Thousand 
Times’ More Effective 


Mramt1, July 31—In the popular 
guessing game of charades there is 
one chalienge that has yet to miss. 

Should the challenger say NBC, 
quick like a flash will arise the 
name of Niles Trammell, the man 
who spent a quarter of a century 
with the National Broadcasting 
Co. and watched the radio indus- 
try grow from a crystal set to the 
latest in electronic engineering. 

Today, the mild-mannered 
broadcasting pioneer is getting his 
breath back after an’ intense crash 
program to get Miami’s newest vhf 
outlet—WCKT, Channel 7—on the 
air on July 29, after a bitter four- 
year struggle. 


@ It all started in 1952, when the 


Trammell, Network Radio Builder, 
Starts Again as Local TV Baron 


Federal Communications Commis- 
sion lifted the freeze on applica- 
tions for new television stations. 
The first to step into the arena 
were the Miami News, owned by 
the Cox newspaper chain, and the 
Miami Herald, owned by the 
Knight organization. They were 
soon joined by others of a lesser 
stature. 

“It was quite apparent,” Mr. 
Trammell said, “that these two 
powerful organizations would lock 
horns and wage a fight for Chan- 
nel 7 that would go on for years. 
Rather than deprive the Miami 
area of an additional channel, the 
owners of both newspapers agreed 
to withdraw their applications and 
file one jointly.” 

Mr. Trammell resigned as pres- 
ident of NBC on Jan. 1, 1953, to 
accept the top post with the newly 
formed Biscayne Television Corp. 
In a sense he became the liaison 


Write us today for Sample Reel. 


WW YOUR TV SPOTS REQUIRE EVE- 
CATCHING MOTION O% A CONSERVATIVE 
BUDGET, TRY STOP MOTION FILMS! 


Much, much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT to your TV sales message at LOW COST 


CHICAGO, mL 
1323 S$. WABASH 
* 

NEW YORK, N.Y. 
341 W. 44th &. 


“I recall thinking that radio 


man, with full authority, between 
the two powerful newspaper 
groups. 

What are his plans for the new 
station? 


s “We will be an NBC affiliate,” 
he said, “with a complete coverage 
of almost all NBC programs. This 
will be augmented with good local 
programming with a strong accent 
on local news coverage... 

“Of course we will devote con- 
siderable time and effort in work- 
ing with the University of Miami 
and others in developing educa- 
tional programs. And we are not 
overlooking the Sunday religious 
programs. As we move along we 
will concentrate on the community 
development aspect, for South 
Florida’s rate of growth is phe- 
nomena!.” 


The studios and offices of Chan- 


LATEST ABC REPORT OF MARCH 31, 1956 


Now, well over 3 to 1 lead 


‘ 


Ree covering more of the Mississippi market than 


any other publication. 


PLUS . . » lowest milline rate to reach the Jackson trade 


area and state markets. 


.. . still leading by nearly 3 to 1 in coverage of both 


Jackson & 16 county retail trade area. 


had reached the ultimate...” 


nel 7 are located in a modern, 
air conditioned building which 
was completed in less than four 
months. It is set on a peninsula on 
the 79th St. Causeway in Miami. 


= WCKT’s tower is 1,000 feet high 
and was erected in the northern 
section of Dade County in what is 
known as the “antenna farm,” 
where the three other tv sta- 
tions have their towers. It will 
have a maximum power of 316,000 
watts and a receiving range ex- 
tending to Vero Beach on the 
north, Fort Myers on the west and 
Key West on the south. 

In addition to Mr. Trammell, 
other officers of the Biscayne Tele- 
vision Corp. are James LeGate, 
station manager; Charles Kelly, 
operations-program manager; Mil- 
ton Scott, chief engineer; Robert 
Gilbert, production manager, and 
Robert Nashick, promotion man- 
ager. 

Mr. Trammell revealed that 
NBC Spot Sales has been ap- 
pointed the station’s national rep- 
resentative. Also, that each news- 
paper owns 4214% of the corpora- 
tion's stock; the remaining 15% 
is owned personally by Mr. Tram- 
mell. 


= One of the conditions imposed 
by the FCC in granting the appli- 
cation was that radio station 
WQAM, owned by the Herald, be 
disposed of. The station was re- 
cently sold to Mid-Continent 
Broadcasting Co., which operates 
other stations in New Orleans and 
Kansas City. This is now awaiting 
FCC approval. 

The government agency, how- 
ever, permitted the News tc retain 
ownership and operation of radio 
station WIOD. Nevertheless, Mr. 
Trammell said, application has 
been made by Biscayne Television 
Corp. to acquire the radio station. 
Should that be granted, both will 
be managed as a single entity. 

Mr. Trammell is a graduate of 
Sewanee Military Academy, Se- 
wanee, Tenn., and of the Univer- 
sity of the South, located in the 
same ¢ity. He served in World War 
I and joined Radio Corp. of Amer- 
ica in 1923 in San Francisco. 


! 


s “Five years later,” Mr. Tram- 


mell recalled, “I was transferred 
to Chicago, where I became vp of 
the NBC office, such as it was. We 


Trammell first brought before the 
| microphones such personalities as 
| Ben Bernie, Fibber McGee & Mol- 
| ly, Don Ameche, Red Skelton, Paul 
| Whiteman, Amos & Andy, Lum & 


were then located in the Lake 
Michigan Bldg., but soon outgrew 
it. 


“When I announced that we 
would build the most complete, 
| and probably the largest studios in 
the penthouse on the Merchandise 
| Mart, they thought I was crazy. 
The rest, as you know, is now his- 
| tory.” 
| It was in Chicago that Mr. 
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getting the soap operas.” 


® In 1938 Mr. Trammell was made 
exec vp of the network and trans- 
ferred to Radio City. Two years 
later he was elected president of 
NBC and retained that post for 13 
years. 

“Now when I look back,” he 
concluded, “I recall thinking that 
radio had reached the ultimate 
from every standpoint. Today, 
through the medium of television, 
the addition of sight to sound has 
increased the effectiveness a thou- 
sand times.” 


Start Yugoslav Campaign 

American Express Co. and the 
Yugoslav State Tourist Office, 
both in New York, have planned a 
two-year cooperative advertising 
and publicity campaign aimed at 
attracting tourists to Yugoslavia. 
The promotion kicks off with ads 
in summer issues of Holiday and 
The New Yorker. Keily, Nason, 
New York, is handling the cam- 
paign. 


LUBBOCK, TEXAS 
KPAR-TY 


. “SWEETWATER . 
i b us -Am 
LUBBOCK, TEXAS 


Matlanel Seles Mgr. EA. “Derr” Manet 


Abner and many others, “not for- 
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Coming 
Conventions 


* Indicates first listing in this column. 

Aug. 13-18. Affiliated Advertising Agen- 
cy Network, annual meeting, Reno, Nev. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 16-18. 7th District, Advertising 
Federation of America, Baton Rouge, La. 

Sept. 19-22. Advertising Typographers 
Assn. of America, 30th annual convention, 
Forest Hills Hotel, Franconia, N. H. 

Sept. 21-22. 8th District, Advertising 
Federation of America, Milwaukee. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

*Sept. 23-28. Newspaper Food Editors 
Conference, Waldorf-Astoria Hotel, New 
York. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. Y. 


*Sept. 27-28. First Annual Newspaper |» 


ROP Color Conference, sponsored by the 
Chicago chapter, American Assn. of 
Newspaper Representatives, Advertising 
Agency Production Men’s Club of Chicago 
and the Art Directors Club of Chicago. 
Sheraton Hotel, Chicago. 

Oct 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

*Oct. 4-5. American Assn. of Advertis- 
ing Agencies, Central Region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

*Oct. 7-10. American Assn. of Adver- 
tising Agencies, Western Region, Hotel 
Del Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

Oct. 12-14. Intercity Conference of 
Women's Advertising Clubs, Minneapolis. 

Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N. C. 

Oct. 15-16. Inland Daily Press Assn., 
annuai meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
Chicago. A 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

*Oct. 19-20. American Assn. of Adver- 
tising Agencies, East Central Region, 
Aurora Inn, Aurora, O. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertisers, 
annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., 1 conventi Boca 
Raton Hotel and Club, Boca Raton, Fila. 

Nov. 19. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 

*Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 


CBS TV Film Sells Abroad 

CBS Television Film.Sales, New 
York, has sold Edward R. Mur- 
row’s two-part “Report from Af- 
rica” to the British Broadcasting 
Corp. for showing on Aug. 21 and 
Sept. 10. This is one of several 
public-service type shows being 
distributed abroad by CBS Film 
Sales. Others include “The 
Search,” “Under the Sun” (a 
condensation of the “Omnibus” 
network series), “See It Now” and 
“You Are There.” 


Kempton, Wolpert Join BofA 
Robert Kempton, formerly with 
Brisacher, Wheeler & Staff, San 
Francisco, and with Grey Adver- 
tising Agency, New York, has been 
appointed an account executive 
with the Bureau of Advertising, 
American Newspaper Publishers 
Assn., San Francisco. BofA also 
has named Robert L. Wolpert an 
account executive on the chain 
store sales staff in New York. Mr. 
Wolpert most recently was with 
the Research Institute of America. 


George Haller Joins JWT 

George F. Haller has joined the 
media department of J. Walter 
Thompson Co., Chicago. Mr. Hal- 
ler previously was media super- 
visor of the former Biow-Beirn- 
Toigo agency. 


Two Industrial Publishing 
Books Increase Rates 

Industrial Publishing Group, a 
division of Telenews Productions, 
Cleveland, has increased adver- 


tising rates for two of its publica- 


tions. 

Applied Hydraulics has raised 
its rate for a b&w page, one time, 
from $465 to $535. Commercial Re- 
frigeration & Air Conditioning has 
increased its rate to $510 for a 
b&w page, up from $475. 


Walnut Assn. Changes Name; 
Names Bruner Ad Manager 
Dennis C. Bruner, formerly with 
Buchanan & Thomas, Omaha, has 
been named advertising manager 
of the California Walnut Growers 
Assn., which has changed its name 
to Diamond Walnut Growers Inc. 
Mr. Bruner succeeds Charles F. 


Meals, who has retired. The asso- 
ciation also has moved its offices 
to Stockton. 


28-Year-Old Ad Gets Results 
Ads can pay off years after in- 
sertion, says N. W. Ayer & Son in 
the current issue of “Ayer School 
Service,” published for private 
schools and camps by Ayer’s edu- 
cational department. One 1928 ad 
for a girls’ camp resulted in an 
enrollment last year. The ad ap- 
peared in the St. Nicholas Mag- 
azine (no longer published). 


Ransom Named Ad Manager 

Robert S. Ransom, formerly ad- 
vertising manager of the American 
Ceramic Society, Columbus, has 
been appointed advertising man- 
ager of the Tectum division, Peo- 
ples Research & Mfg. Co., Newark, 
oO. 


take the strain off 
your printing budget 


Let a Nebraska Farmer Printing Company esti- 
mate, together with some of our samples, prove that 
you CAN cut costs without sacrificing quality. 

We're equipped to handle every job from folders 
to periodicals with complete offset lithography and 
letterpress equipment, operated by skilled crafts- 
men who are proud of their work. We can give you 
creative service, too. 


write er call 


Nebraska Farmer Printing @. 


1420 P Street, Lincoln, Nebr. 


Another thinly disguised WJR success story 


It was nothing at all, sir...thanks to WJR 


Last winter, the Air Force started broadcasting 


a series of transcribed 15-minute radio programs. 


It chose WJR, Detroit, as its outlet for Michigan, 
We programmed it at 6:15 P.M. on Saturday, 


as a public service. 


and mildly surprised. We should have warned him. 

After all, we know that 41% of the total audi-° 
ence in WJR’s area rarely turns its radio dials 
from WJR. We know that 30% of the audience 
rates WJR as most public spirited, and 18% says 


it’s most helpful. 


In December, they began making one 30-second 


announcement a week, offering a weather booklet. 
They received 4,697 requests in December and 


January, and WJR alone pulled 2,130—45% of 


the total. 


And we know about response, too—because 
listeners trust and act on WJR advertisements by 
2 to 1 over the nearest competitor. 


How do we know? The Alfred Politz Research, 


Inc. report on listener habits in WJR’s area tells us. 


Nine other stations across the nation split up 


the rest. 


The lieutenant in charge was pleased, of course, 


And that’s why advertisers who sell the most 


the fastest use WJR to reach the 16,000,000 


The Great Voice of the Great Lakes 


WUJR ....: 


50,000 Watts 


CBS Radio Network 


people in Detroit and the Great Lakes market. 
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Department Store Sales... Se eel ae 
Newark .............. r+ 9 +22 
U.S. Total Falls 1% Behind Last Year ==*-":" in $e 
aoe . F421 
». Lofal fa ehind Last Year ev rn 
Philadelphia District +4 oS 
Wasnincton, Aug. 2—Depart- | Philadelphia, 3%; Richmond, 4%; pon es meng Areas = al 
ment store sales in the week ended | Chicago, 1%; St. Louis, 5%; Min-| }iminston - 4 RE 
July 28 ran 1% behind sales for|neapolis, 2%; Kansas City, 7%; Lancaster .............. +i —2] 
the similar week of 1955, the Fed- | Dallas, 4%, and San Francisco, 3%.| Philadelphia ........ +2 —3| 
eral Reserve Board reported today.) A detailed breakdown of the; Reading to an 
For the four weeks to that date, | sales in these districts will not be) Wijxes-Barre_Havieton tr- 3 + 3) 
sales were 2% ahead and for the | available for the week ending July) cieveiana District o? mi 
year to date, 4%. 28 until early next week. For the! Metropolitan Areas | 
Only two of the 12 FRB districts| two weeks prior to that, however, Lexington ............. + ; - | 
reported gains for the week ended | sales broke down as follows in the re dee SOR Se | 
July 28: New York and Cleveland, | districts: Cleveland |... +4 +8) 
both 2%. Atlanta reported no Columbus .... e +41 | 
change. The other districts report- — me ito 
On eee an. Souown: Damen, 4G318 eee ee eee 
Department Store + a mae oa ; : os HAPPY DAY—Newsboys from Hearst dailies across the U.S. wave 
Wheeling-Steubenville 0 —3% goodbye before taking off from Idlewild for Sweden and Holland. 
Richmond District . we Ph 3 = tl Th _« i ly-Juni ats,” is made u 
Sales Barometer Metropolitan Areas a a ae oe cet poss prancschaty pec poses tet yo Predera, x 
Downtown Washington. r} 8 - 4  itiative and other criteria. A similar group went to Italy last year, 
Change from 1955 on meee sseeeennanee Ps. ; + a and an earlier one to England. Tour director is Charles Spence of 
oa The American Weekly. 
riet ...... ‘ 7 
—1% | — Lg “ ee a sf ‘ 
y 7 Birmingham ......... — §¢ + 4) ; i i 
dectecnre i] +3 U.S." 39,000,000 Daas &s tases ole 
eaprncaie = anley A. orrow, formerly a 
rage Fete H 7 + 3| TV Sets Are 80% of advertising salesman for the New 
Jan. 1 to 4 Knoxville ..... ay" *| os ‘ York World-Telegram & Sun, has 
chen otthe || July 28, '56 § +4% Rechvitle -3 * World's: ‘TV Digest joined the Variety Store editions 
National Retail y , 6 _,  |o0f Chain Store Age, New York, as 
ry seme Bh eg ee ré are | WasHIncTON, Aug. 1—Television |» member of the sales staff. 
Association, FER Metropolitan Areas |receivers in use throughout the 
gets intensive 9 ee CMICABO eee +4. +4) world have just passed the 50,-| jack Joins Poorman, Butler 
readership from | v.aerai Reserve _— a + + 4,000,000 mark, according to the|' Stanley H. Jack, formerly with 
declors Distriet, Area and City uu 2 Milwaukee ........... +5 45) 23rd semi-annual edition of ead | Ewell & Thurber Associates, Chi- 
Zs , Recnvee . UNITED STATES |... +2 + 2] St. Louis District ... o + 4| Vision Factbook” just publis Y cago, has been appointed account 
1. FER has wide sweeping editorial cov- Boston District ............. +3 +4 Metropolitan Areas Television Digest. ; Nearly four- supervisor of Poorman, Butler & 
erage with 33 field editors. Metropolitan Areas Little Rock ............ —3 +12) fifths of the world’s tv sets—39,- Associates, Muncie, Ind. 
2. FER knows the farm equipment busi- Boston ......... — Medbpaveuiendahis + : ? ~ ag tee a -" "9 4 000,000—are in the U.S., which 
ness intimately through many asso- a nes hme oe +e +7 +4 also has two-thirds of the tele- 
ciation activities, Cambridge ....... aan Ol eT Me District e | casting statons. 
3. Dealers look to FER for the monage- ET — 9 — In number of stations, Canada is 
ment help stressed in every issve. Quincy .. hii eenaeiehied ae —3 Minneapolis ......... —1 — 4| second to the U. S. (35 now on the 
Send tor pase : TS RL SOR cae ee aceeaaa -—~4 —5 ee . ; ; oT air, two more authorized), but it 
nuaihe by "89 foneat ont ~ ge of Springfield .......... 421 +10] sas City Di strtet ae + 2| trails Great Britain in receiver cir- 2 
Coston whe coh Hom. PEOVIDERER oereerecsercerrrsernee = +1] ‘Metropolitan Areas culation, The British Isles, with 17|] Touchy readers get ideas that Adver- 
FARM EQUIPMENT RETAILING New York District 000 PHM FPP Denver oon r+ 1 + 4) stations, have about 6,000,000 sets rights. When o claim is. tiled, ‘jun 
Dept. 201, 2340 itompton Ave., St. Lovis 10, Mo. | Metropolitan a + ol ee rot 2 3) in-use, Canada has about 2,200,000.|| reedour 
“Acivatly Owned By the Dealers Who Read It" | BULLAIO mre St. Joseph —4 —s5| “Television Factbook” includes|| devised especially to take the sting 
Albuquerque .... -1 ~5/directories of television stations,|| Qui of these coses. pg ee 
Oklahoma City —% -— 2\station representatives, program || adequotel 
Tulsa ... ~ 8 +153 sources and services, antenna sys- (ss 
41 49 | tems, and other detailed informa- where: REINSURANCE 
hes —12 -— 1) tion. The 456-page book sells for CORPORATION 
You may not know h people, but —1 + 8%/| $4.50 and includes a 43”x29” wall NSURANCE EXCHANGE | 
Metropolitan Areas map showing locations of tv sta-| KANSAS CITY, MISSOUR) 
’ 
in Hartford County they re oy dg EnEek ? g “nd + : + : tions and network lines. 
Fort Worth + 5 +4 
* PERSONA Houston oo... ot 40 
. important TV LITIES Houston .... —9 +8 
po Pamcar an } aga +o 5 | NEEDA SHORT-TERM LOAN, JOHN, 
= 3 . 
uiiditemse 1c <8 TO PAY FOR ALL THE THINGS MY 
Pe te te ENGAGED DAUGHTER BOUGHT AFTER 
San Diego ............... . 6 +1 
San Francisco City + 4 +8 
Oakland City ....... +4 + 6) 
SAM JOS] .....cccccecceees - 8 +19 
i ee ~ § — 8 
Salt Lake City ...... Ss 
Seattle +9 —7 
Spokane +9 +11 
Tacoma _ +6 + 6 
r—Revised. *—Data not available. | 
Iroquois China to Kimball 
Iroquos China Co., Syracuse, 
ey ma WKNB-TV N. Y., has appointed Abbott Kim- 
Th ke hi t ball Co., New York, to handle ‘its 
4 advertising. A coordinated pro- 
the Pp ersona Z ry station gram for advertising, sales promo- | 
moderate cost. tion and publicity is planned for | 
and give you a premium audience at at the coming year. Alfred Auerbach 
We have pictured the top-flight local TV personalities in Associates, New York, is the pre- 
Northern and Central Connecticut. They are successful sales- vious agency. 
ple who call on 375,000 homes daily through WKNB Y 
elevision. Foam Rubber Follows Tires 
Here in Hartford County, 3rd richest market in the United Lennen & Newell, New York, | 
States, WKNB-TV's local programming is a powerful com- recently appointed to handle the | 
plement to the entire NBC lineup of shows—a strong sell- tire division of Armstrong Rub-| 
ing force in a 1% BILLION DOLLAR MARKET. ae ~ ey in lla 20 
Let Hartford County’s Top TV personalities sell your foam rubber division. Biow Co. | 
product in the Hartford County market. Any way you look was the previous agency for both | the 
at it, any time of day or night, WKNB-TV is your BEST accounts. 
BUY in advertising. oon | 
National Representative: The Bolling Co., Inc. Olympic Radio hanges Name 
Olympic Radio & Television Inc. | oamesine ; 
New York, has received stockhold | es 
: er approval to change its name tc 
Unitronics Corp. Brantz Mayor FIRST IN THIS MARKET 
has been named president. Uni- OF HEAVY SPENDERS 


tronics has three affiliates. Olym- 
|pic Radio & Television, David 
|Boger Co. and Prest Recordin: 
Corp. 


B=TV horn 


e West Hartford 10, Conn 


~ WKN @ 


ile Sat ens ak AE -_ a a 
pean: eo 
Ae rool 0S O3 Siaeene ee oh 
: aga)! Ee ee 
of Dp ia e 
a oe 
hae 
to ASS 
A ha 
ROL: 
a ty [idee 
ee we 
ae 
vee ee 
eS 
age 
ae 
i ds a 
WO Racy: ; 
ia ae 
ieee 
ical tae 
a oe bY 
Bes tek 
eat 
herr? ee er, 
oh te oi 
she 
oS) ee 
uae : a 
ia: 
Be ee, 
She 
‘So Ya 
sae de, 
ee 
<a 
Petes di. 
et 
text + 
fg fe 
Gag ee 6 
cone 
ve 
har ae 
a ote 
Seti 
ee 
ess Bay : 
he 
pe ee 
ae ‘ 
pa 
be 
ee? 
aha ae 
Pee ie! 
Aides 
cre: 
oe 
ag S4 i 
eg 
re 
Wy Laie 
“x6: Che 
ia 
ee 
eels a 
Be 2 
ae, 
ny * ae 
ony 
ae 
ea 
Ee 
ae, j 
9 ag 
eo Saga 
ap 
ey 
tg 
a= ec 
ie 
ald 
Bree 
ae : 
a pn 
: saa 
en Pees, 
y ‘a 2 
Beran 
ne 
“Ht Rae 
4G 
i et 
ot Ne 
ous 
ee 
a fee 
. ae 
a. 
eS, 
aay 
Maer ti 
a aes 
aM ; 
a | 
‘\ ae | 
ta 
oe | 
od 
eee 
ar ' 
ve A 
oes { 
ae : 
vawe ' 
Bre 5 a a dl 
a aye Fe | 
mee). f j 
Big, ‘ ; 
es: | } 
. eee ; i 
ust as oe | . i 
a oS 
rp bes 4 : : * : : 
See, LL Ee eae : - E : on = ay = eee rk a ae Raa ae ; A SAT. CRE ee ee Ul. 
Pie ee «pg gee ae ate eile eis! gi Peo ee ‘ ae oa ers pean healt E area ete Soran Pee CM Mec te tobe eee i Cd 1 = ee 
- a) Ot: a faite be Pal oS: a eR ORE scot op ican 5 ee Bech fue J aeeaeenee pee od. . ae oa Or eke A: eget ie en ee wee —- 


Advertising Age, August 6, 1956 


NBC Radio’s New 
‘Bandstand’ Bows; Net 
Replaces 2 Stations 


New York, Aug. 2—NBC Radio’s 
new morning show, “NBC Band- 
stand,” got rolling this week with 
five initial sponsors, two of whom 
came in for short runs. 

The two-hour Monday-through- 
Friday show is the forenoon re- 
placement for the “Weekday” se- 
ries, which the network first put 
on the air Nov. 7, 55. Bert Parks 
emcees the new program, which 
NBC Radio thinks will perk up its 
morning schedule and help revive 
the “big band” business. Top name 
bands of the days when the band 
business was “big” are featured 
live on the show. 

Charter advertisers include Rea- 
Lemon Puritan Co. (Rutledge & 
Lilienfeld) for one week and Gen- 
eral Foods (Young & Rubicam) for 
three weeks. Longer run contracts 
were placed by Miles Laboratories 
(Wade Advertising Agency), Lam- 
bert-Hudnut (Kenyon & Eckhardt) 
and Manhattan Soap Co. (Scheid- 
eler & Beck). 


® Thirty minutes of the show is 
simulcast daily at 10:30 a.m., EDT. 
There are no television sponsors 
yet. 

NBC would not hazard a guess 
as to how many of its radio sta- 
tions are carrying how much of 
“Bandstand,” but advertisers are 
guaranteed clearance on at least 
75% of the network. 

The network already has found 
replacements for two of the 
four Westinghouse-owned stations 
which pulled out to go independ- 
ent. In both cases NBC snared Mu- 
tual affiliates. The new Cleveland 
affiliate is WHK, a Mutual share- 
holder; the new Fort Wayne out- 
let is WKJG. The latter station’s 
contract with Mutual runs through 


» November, 1957. Mutual’s future 
_Telationship wtih these two sta- 


tions, however, was not clear as 
this story was written. 

NBC’s revised afternoon lineup 
includes drama, soap operas, Mary 
Margaret McBride and Fred War- 
ing. One of the soapers—“Woman 


in My House”—is sponsored in its | 


entirety by Miles; the other shows 
are available for ad inserts from 
six seconds up. Miss McBride has 
a few backers. 


® Goincident with the advent of 
this new schedule, one major NBC 
affiliate—WLW, Cincinnati—add- 
ed five more hours of ABC pro- 
gramming. WLW has been airing 
ABC’s “Breakfast Club” 
April; the station now has added 
three of that network’s daytime 
dramas—“My True Story,” “When 
a Girl Marries” and “Whispering 
Streets.” All three have a fairly 
strong lineup of participating 
sponsors. Morning shows on the 
network, they have been sched- 
uled at 2:30 p.m., EST, on WLW. 


Hershey Elects Officers 

Hershey Chocolate Corp., Her- 
shey, Pa., has elected John J. Gal- 
lagher, formerly general sales 
manager, and Samuel F. Hinkle, 
formerly plant manager, chairman 
and president, respectively, of the 
company. They succeed the late 
Percy A. Staples, who had held 
both posts. 


Stroemer Elected Partner 

Conway Ruck & Associates, Chi- 
cago, merchandising and point of 
sale advertising company, has 
elected Arthur G. Stroemer a part- 
ner. He has been with the company 
three and a half years. 


North Appoints Thomas 

North Advertising, Chicago, has 
appointed Thomas D. Thomas a 
radio-tv producer. Mr. Thomas 
formerly directed production of tv 
commercials for Cartoonists Inc. 


since | 


Publishes Booklet on 


‘College Graduate Market 
American Alumni Magazines, 22 | 
Washington Sq., N., New York, has | 


published a 24-page booklet, “How 
to Reach the College Graduate 
Market and Why You Should Want 
to.” American Alumni Magazines 
also has available rate cards for 
college alumni magazines organ- 
ized into the Ivy League, Mid- 
West, West Coast, Eastern and 
South West groups. Each maga- 
zine is published regularly during 
the college year, and all have same 
size pages. 

Birge Kinne, who took an early 
retirement last December after 25 
years with Better Homes & Gar- 
dens, has been working on organ- 
izing the alumni magazines into 
groups. 


Erwin, Wasey Elects Two VPs 

Erwin, Wasey & Co., Chicago, 
has elected Hilliard S. Graham and 
John L. Gwynn vps. Mr. Graham 
is merchandising director, and Mr. 
Gwynn is media director. 


Now over 


V4 MILLION PEOPLE 
with 
57% on the Illinois side 
ROCK ISLAND - MOLINE - EAST MOLINE 


Write for new market data folder 
on the Quad-City metropolitan area. 


The Moline. eer 


They 
believe 
what. 
they 
read in 


THE REASON IS OBVIOUS— 


—The Spectator has saturation coverage of Hamilton. (Sells more 


newspapers 


than there are homes in Hamilton.) 


—The Spectator has the third largest retail lineage in Canada. 


(The local seller knows where and how he should buy his coverage.) 


—The Spectator’s readers . . . urban and rural. . . believe, 


and act 


on the advertising they read in the Spectator. 
—The Spectator reaches the buoyant and booming industrial 


payroll of Hamilton more than any other medium. 


The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


TORONTO MONTREAL GREAT BRITAIN UNITED STATES 
The Southam The Southam F. A. Smyth Cresmer & Woodward Inc. (Can. Div.) 
388 Y. 1070 Bleury St. 34-40 Ludgate Hill New York, Detroit, 


J. C. MeCague, Manager London, E.C.4, 
England 
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"Wow! 
That is different!” 


Anything that rates such exclamation 
points must be really different! And the 
most “different” thing that's hit Chicago 
in years is the big Tnpie Streak Week- 
end Edition of the Daily News. Its size 
is different. Its content is different. Its 
circulation (over 607,000) is the largest 
of: any Saturday evening paper in the 
U.S. If you think that isn't different, ask 
other newspapers about their Saturday 
circulation. Naturally, advertisers expect 
a lot from the Weekend Triple Streak 
because the News goes home. And the 
results they get from ads prove that — 


The CHICAGO DAILY NEWS 
HITS HOME 


Poor Distribution 
Boosts Food Costs 
in Europe, Says Webb 


Cuicaco, July 31—Food whole- 
saling and retailing procedures in 
Europe are about 20 years behind 
those of the U.S., and, because of 
a “general practice of price fixing 
and excessively high markups,” 
European housewives are paying 
much more for food than their 
American counterparts. 

This was reported by Herbert 


T. Webb, president of Red & White | 


Corp., food products, on his return 


from a six-week study of European | 


food distribution practices. He was 
one of a group of observers from 
American food wholesaling and 
retailing interests that made the 
trip. 

“The typical European retailer,” 
says Mr. Webb, “operates a very 
Small shop, about 10’x20’, and is 
highly specialized. Meats, for ex- 
ample, are handled in the same 
manner as they have been for the 
past 100 years. The raw cuts of 
meat are hung from hooks and dis— 
played in the windows on marble 
slabs. The floor of a meat market 
is covered with sawdust. The 
butcher hasn’t changed his meth- 
ods since the first beef animals 
were slaughtered.” 


@ Open air markets and small spe- 
cialized shops are still the pattern 
in Europe, largely because of legal 
hindrances in many countries for- 
bidding integration of these acti- 
vities into supermarkets, Mr. Webb 
reports. 

He notes, however, that “in some 
cases of enlightened progress, a 
plate glass partition separates the 
grocery store from the meat mar- 
ket operation.” But separate li- 
censes are required for each. 

Although most European gov- 
ernments control prices and set 
obtainable margins for food man- 
ufacturing, wholesaling and retail- 
ing, these price levels are high, 
owing to the high cost of distribut- 
ing to so many small shops, Mr. 
Webb says. 

“For example,” he points out, 
“a manufacturer of soap products 
in Germany has a price to the con- 
sumer which returns a 10% to 14% 
markup to the wholesaler and 
20% to 26% to the retailer. 

“To top it off,” he continues, 
“they give a housewife a 10% pa- 
tronage dividend in the form of a 
stamp which she can use for ad- 
ditional purchases. . . The house- 
wife pays a substantial markup 
to enable the retailer to do this.” 


Edward Petry Boosts Nierman: 
Appoints Wesley Associates 

Martin L. Nierman, tv salesman 
for Edward Petry & Co, New 
York station representative, has 
been promoted to eastern televi- 
sion sales manager. 

Petry also has appointed Wesley 
Associates, New York, to handle its 
advertising, effective Aug. 1. The 
account formerly was serviced by 
Hilton & Riggio. 


Crowell Names Rickerich 

J. H. Rickerich, formerly dis- 
trict supervisor of newsstand op- 
eration in the New York metro- 
politan area, has been named su- 
pervisor of newsstand field opera- 
tions (midwestern and eastern 
seaboard) by Crowell-Collier Pub- 
lishing Co., New York. James W. 
McFarland is now manager of out- 
side publications for the U. S. and 
Canada, a new post. 


United Air Lines Names Jones 

K. C. Jones, with the sales and 
public relations department of 
United Air Lines, Chicago, for al- 
most 20 years, has been named di- 
rector of public relations, effective 
Aug. 1. He most recently has been 
the company’s Pacific Northwest 
regional affairs manager in Se- 
attle. 


GROW UP WITH 
SEVEN-UP—An all- 
ages campaign 
promotes Seven- 
Up in the St. 
Louis area to 


small fry and 
their great- 
g rand mothers. 
The posters were 
erected for Sev- 
en-Up Bottling 
Co. by General 
Outdoor Adver- 
tising Co. Ralph 
W. Smith Adver- 
tising Agency, St. 
Louis, is the 
agency. 


Bell & Howell Pushes Hi-Fi 

Bell & Howell Co., Chicago, has 
scheduled a national campaign of 
consumer advertising for its high- 
fidelity phonograph-radio-tape re- 
corder consoles for the latter part 
of this year. Page, two-thirds 
page and one-third page insertions 
are scheduled for Esquire, House 


Launches Paperbound Books 

Grosset & Dunlap, New York, 
will publish a new paperbound 
line of reprints called the Univer- 
sal Library, beginning Sept. 17. 
The book publisher used the name 
earlier for many years on its hard- 
bound reprints. The new line will 
sell from 95¢ to $1.45. 


Beautiful, The New Yorker, Sun- 
set and Time Magazine, beginning 
about Oct. 1. 


HAMILTON WRIGHT 


Three Join ‘American Home’ ORGANIZATION, INC. 
Frank Kennedy, formerly with SAYS... 

McCall’s, Bob Baumler, last with 

TV Guide, and Bill Van Jahnke, We Get 25% More 

formerly with Farm Journal, have Clippings From 

joined the New York sales staff of 

American Home. 


Griswold Names Meredith 

Ted R. Meredith, formerly asso- 
ciate director of media, has been 
appointed director of media of 
Griswold-Eshleman Co., Cleveland. | 


Wreley 
166 Church Sirest = New York 7, 6.'Y, 
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YOUNG MACDONALD 

HAS A PARM .....+6s 
The average age of The National 
Future Farmer subscriber is 16.73 
years. 


AND ON THIS FARM... . 
Size of average FFA farm is 309.6 
acres. National average is only 
242.2 acres. 


HE HAS SOME ....:s 
79.99% FFA subscribers own guns! 
61.07% own fishing rods ; 23.69% own 
cars. Average income per boy is 
$894.99. And 48.61% FFA families 
own 41.9 beef cattle; 76.65% own 
22.9 dairy cattle; 67.25% own 38.9 
swine. 89.14% own one or more cars, 
79.39% own one or more tractors, 
and FFA subscribers help decide the 
make to be bought. 


AND HERE - THERE —- EVERYWHERE 
YOU'LL FIND THE NATIONAL FUTURE FARMER 


Average yearly increase in circulation since 1952 is 28.33% .Now 175,000. 
Home readership is 3.46 persons per copy! 
No program is complete without a youth program — 


The National 


® Future Farmer 2.223%: 


Owaed and Published by the Future Farmers of America 
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For a perfect social equation . . . 

“Barbecued chicken and 4 

Pacific Northwest beer 
Split frvers (halt-chickes per serving) ore @ 


perial sumenet trewt. evaitehle at your fead store. 
Add premman quaisty Pacific Neruhwest beers 


balanced » phaant sana! equation, 


the back verd harberwe that's part of the 
caturainess in Paciic Northwest living. 


The seven fine Prcstir Newtimewst heors one 
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LOCAL PREFERENCE—Here is one of the ads used to promote Pacific 
Northwest beers in the Pacific Northwest area. Seven brands are 
represented, 


Joint Campaign | 
Boosts Pacific 
Northwest Beers | 


SEATTLE, Aug. 1—Six brewers, | 
who produce the seven major 
brands of beer made in the Pacific 
Northwest, have joined in a com- 
mon promotion of regionally. 
brewed beers. The object is to 
offset inroads made by national 
brands. 

The promotion uses six-column 
space in 31 dailies in Washington, 
Oregon and Idaho on approxi-,| 
mately a once-a-month schedule. 
Running through the current series 
is the theme, “There’s a natural- 
ness in Pacific Northwest living.” 

Copy generally is tied to food 
items. The ad that ran last week 
teamed up barbecued chicken — 
Pacific Northwest beer. 

Ads are signed by the Pacific | 
Northwest Brewing Industry and, 
also list the seven brands: Blitz-| 
Weinhard, Bohemian Club, Brew. 
66, Heidelberg, Lucky Lager,| 
Olympia and Rainier. This is the 
first joint promotion undertaken 
by the industry in the Pacific 
Northwest. Costs are borne pro. 
rata on the basis of sales. | 

Bozell & Jacobs is handling the | 
promotion. 


WFIL-TV Begins Regular 
Color Telecasts ’ 
WFIL-TV has become the first 
Philadelphia tv station to begin 
broadcasting live color shows on 
a regular basis. According to pre-| 
sent plans, WFIL-TV will telecast | 
at least one of its live programs sag, 
color each week. Philadelphia sta- | 
tions have telecast color before, but | 
they were either filmed or net-| 
work shows. 
WFIL-TV installed color film’ 
and slide and color transmitting | 
equipment in December, 1954. 
Since then it has carried commer-_ 
cial announcements in color. 


Two Join Walsh Advertising 

J. M. Bowman and Jon W. Kie- | 
ran have joined the executive staff | 
of Walsh Advertising Co., Toronto. | 
Mr. Bowman, advertising course | 
director, University of Toronto, ex- | 
tension department, is rejoining | 
the Walsh organization as senior 
account superviscr and member of 
the marketing plans board. Prior 
to 1949, he had been associated 
with the agency for 10 years. Mr. | 
Kieran, named general manager of | 
Editorial Services Ltd., Walsh’s 
wholly-owned pr subsidiary, was 
formerly assistant editor of the Fi- 
nancial Post. 


Gz Card Names Zacks 

Henna Arond Zacks, formerly 
with Macy’s, has been appointed | 
director of advertising and public 
relations of Oz Greeting Card Co., | 
New York, | 


Millie Trager Leaves Posts 
with Spector and Bishop 

Millie T. Trager has resigned 
as director of public relations of 
Raymond Spector Co. and the 
agency’s client, Hazel Bishop Inc., 
New York. She had been with 
Spector for six years and with 
Hazel Bishop since the company’s 
inception. Miss Trager, who was a 
member of the agency’s plans 
board and a consultant in the copy 
and tv departments, will announce 
her future plans later. 

Harriet Levy, assistant to Miss 
Trager, also resigned. No replace- 
ments have been announced. 


Grey Opens West Coast Office 

Grey Advertising Agency, New 
York, has opened a West Coast of- 
fice at 1750 N. Vine St., Hollywood, 
its first branch office. Robert D.| 
Wolfe, who has been in charge of | 
the agency’s West Coast operations | 
for the past year, has been named/| 
vp in charge of the Hollywood of- 
fice. 


SAMPLE THE 


SWEET 


VERMONT 


MARKET} 


with the Vermont Allied Dailies— 
reaching 72 out of every 100 Vermont families : 
Address Room 516, Statler Office Bidg., Boston 16, Mass. 
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No, that mystery shape isn’t really a whale, 


though it does spout consumer dollars like only a 


few other top markets that you'd recognize 


instantly as “a whale of a buy”! 


Actually it’s a map of “The Mystery Market”... 
one of America’s richest ... The Central South... 
a $2,713,371,000 market —richer than the cities of 
Denver and New Orleans put together...or Atlanta 
and Dallas put together. 

A RICH MARKET, IN FACT, THAT'S 
COVERED BY ONLY ONE MEDIUM...and 
that’s WSM Radio in Nashville. 


won WSM 


If you attempt to cover the Central South with 
a combination of other radio stations or with a 
combination of newspapers in the area, the cover- 
age would still be incomplete—and the cost would 
be three to 15 times greater than that of a WSM 
custombuilt program. As for TV, all TV viewers 
in the market put together still represent less than 
half the market’s buying power! 


For the full story on this unique situation, send 
for your free copy of our booklet, “The Mystery 
Market”, containing complete facts and figures as 
compiled by independent authorities. 


BOB COOPER, Soles Menager 
JOHN BLAIR AND COMPANY, Notional Advertising Representatives 


RADIO Nashville - Clear Channel — 50,000 Watts 
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Says Demonstration Rates 
Notice as Ad Medium 
To the Editor: I have just at- 


tended two conventions—Adver- | 


tising Federation of America and 
the American Home Economics 
Assn. 

The difference in the point of 
view of the speakers at the two) 
was amazing to me. In each case, 
men of real stature in their fields 
had been selected to speak. 

At one session of AFA I heard 
all sorts of media discussed, with 
the exception of demonstration. 
Tv, spot tv, radio, spot radio, news- 


papers, magazines, Sunday supple- | 


ments, comic sections, direct mail, | 
everything but demonstration was | 
listed and analyzed. 

The same day at the afternaon | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


of verbal and figurative hand-) talk which contained some figures 
wringing over how to “get the,|on memory retention. Such a per 
message noticed,” and how to be| cent retain the memory of what} 
sure the consumer got the client’s| they hear; a higher per cent retain | 
| message when about $9,000,000,000 | the impression of what they see; a 
was being spent on advertising in) still higher percentage retain the 
a year. Still no word about what memory of what they both see and 
to me is a very important channel hear; and I wonder why they) 
of communication—demonstration | don’t carry it still further and say 
‘and sampling. | what percentage retain the impres- 

Now we switch to Washington,| sion when they see, hear, and taste 
to the Home Ec meeting. a product. 

Mr. Moore of Corn Products Re-| My son and I own a business 
fining Co. gave a very informative | called Luncheon Is Served, so per- 
speech in which he said that his haps we’re slightly prejudiced. We 
firm found the money spent on| put on fund-raising luncheons for | 


sampling and demonstration a very all types of women’s groups. 
worth while investment. It was ef-| Twelve sponsors in each area share | 
fective both in sales promotion and _ the expense. 

‘in product introduction. 
In the same session, Arthur Di-| sults. Recently a branch manager | 


Case histories show excellent re- | 


ean, tee 


tacted 42 women and found that 37 
had the bread in their house then 
or had purchased it after attending 
our party. 

Women say they appreciate a 
chance to sample a new product at 
the expense of the manufacturer, 
rather than spend their food money 
on what to them seems a risk . 
| Demonstration and sampling 

|can’t be surpassed, in my opinion, 
for an effective and lasting sell. 
|The quiet, sincere recommenda- 
‘tion from woman to woman, plus | 
the chance to see the package and 
the label, hear the good points,| 
taste the flavor, make repeat pur-| 
| chasers. 

So, why the blind spot? 

Dorotuy Davis, 

Director, Luncheon Is Served, 

Media, oy 


| 


+. 

| Clarin Is pd Spain’ 's 
Important Agencies 

To the Editor: With great inter- 


“Spain,” published in the June 4 


session, I heard a great deal|mond of H. J. Heinz Co. gave a! for a national baking firm con-|issue of ADVERTISING AGE. For a 


Mr. Robinson says: 


“lm not 
bashful 


jlong time now we have been sub- 
scribers to and followers of your 
interesting magazine and as far as 


we know this was the first time! 


you dealt with Spanish matters. 
But we regret to say that when we 
finished reading the said article,| 
your exceedingly partial and prej- 
udiced opinions, not only on the) 
|Spanish situation but on advertis- 
ing in our country as well, turned 
our interest into astonishment. 
Spain has lived under what you | 
call a dictatorship but we may as} 
well remind you that this regime 
has proved to be most suitable both | 


est we started reading the article 


for us and for you. And so much | 
so that the U.S.A. relies on our'| 
country as one of the truest and! 
|most important allies for the de- 
fence of the Western world. This) 
world where, according to you, we | 
lead the lowest form of existence | 
|in Western Europe. Should this be) 
| true, the reason would lie in the} 
fact that we have had to play al 


about telling 
advertisers 


and agencies 
we need 
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| 


WHAT EVERY WOMAN KNOWS... 


| 
THE MOST TREASURED 


NAME IN PERFUME 


| CHANEL 


| 


N°5 


WEEKDAYS 


| COINCIDENCE?—LeRoy “Tiny” Ab- 
ing, account exec of Kilroy Adver- 
tising, St. Louis, spotted this Cha- 
nel No. 5 tie-up in a recent issue of 
the St. Louis Post-Dispatch. 


|in our country, which nevertheless 
|did not hesitate to make reference 
{to our internal political and eco- 
nomic situation—a reference which 
was most unbecoming to a publica- 
tion enjoying the prestige of yours. 

If the present and past regime 
|of Spain can be called a dictator- 
|ship, we should like to ask you, 
editor of an important magazine, to 
give us the precise definition of 
the political regime of numerous 


Tacoma 
Coverage” 


Loy Robinson, president of LOY ROBINSON BROKERAGE 
COMPANY, prominent Seattle broker representing principally 


White Star Tuna. 


“Packers and_ their 


me to recommend 


tising should be placed in the Paci- 


fic Northwest,” says 


“And I’m not bashful when I insist 


Now... 


The circulation of \the 
Tacoma News Tribune is 


MORE THAN 83,000 


91.1% 
89.1% 


City Zone Coverage . . 
Metropolitan oreo .. . 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


on liberal space in the Tacoma 
newspaper as well as in Seattle 
newspapers. We need Tacoma cov- 
erage, and we've found that adver- 
tising in Seattle newspapers does 
not get that coverage.” 


agencies ask 
where adver- 


Mr. Robinson. 


61% 


of Washington State's 


INCOME 


in these two 
important markets 


|lone hand and do without the lib- 
|eral support which you have dealt 
out among many countries. (Some 
of these countries, by the way, are 
nowadays “on the other side.’’) 

We must apologize for this pol- 
itical preface, but we considered it | 
to be necessary. 

As for the profession to which | 
we devote ourselves, we have al- 
ways taken the U.S.A. as the un-| 
questionable guide or model to be 
followed. That is why we now take 
the liberty of advising you to go to 
unbiased and more reliable sources 
of information whenever you 
should wish to write about pub-| 
licity in Spain. Mr. Garcia Ruescas’ 
is just one among the many ad- 
vertising agencies in our country. | 
On a level with and above it there 
are far more than those which the | 
said gentleman points out, having | 
larger volumes of production, more 
important customers and an effi- 
ciency gained through a long ex- 
perience. 

We do not intend to compare our 
agency with the others, but only to} 
call your attention to the fact that 
Coca-Cola, KLM and York air- 
conditioning, among those which 
jare known to you, as well as out- 
| standing Spanish business firms, 
| have appointed us their sole adver- 
'tising agent and that our services 
|and staff are thoroughly capable of 


| fulfilling the requirements of mod-_ 


|ern publicity in all respects. 


| It is not our purpose to refute’ 


lone by one all your own particular 
| views. We only wish to express 
jour strong objection to an article 


full of prejudices and distortions | 


lof the truth. 
Jose M. pE GARDOQUE, 
| Executive Director, Clarin 
| Publicidad e Iniciativas, Ma- 
drid, Spain. 
e . * 
|AZOR Agency Objects to 
Political References 

To the Editor: In your issue of 
June 4, 1956, we saw an article de- 
voted to the advertising situation 


European countries set up with the 
blessings or mute satisfaction of 
countries other than Spain. If all 
these European countries which 
you undoubtedly know had a 
regime such as that of our country, 
it is most certain that the present 
world would be living in an era 
/noteworthy for its peace, tranquil- 
lity, well-being and prosperity. 

As far as Spain being the coun- 
try with the lowest standard of 
living in Europe is concerned, we 
wish to say that this evaluation is 
not accurate. It may be that our 
|standard of living does not come 
|up to that of other countries which, 
at a critical moment in their econ- 
omy, received substantial aid from 
{North America while Spain, alone 
}and with the aid of no one, had to 
face its economic difficulties, now 
|surmounted by the titanic efforts 
of the Spanish people. It is also 
|noteworthy to point out that the 
| United States, having corrected its 
jabsurd conduct after many years, 
|today recognizes Spain as one of 
|its most loyal friends. 
| With reference to the Spanish 
|advertising picture, we should like 
to ask you that when you speak of 
our country in the future from this 
standpoint, you obtain better infor- 
mation, more accurate and less 
biased. It may be that there exist 
in Spain 400 agencies—which 
seems somewhat exaggerated to 
us—but if so, we can assure you 
that there are 25 or 30 top-notch 
jagencies from a creative and pro- 
| duction standpoint and that, among 
these, is AZOR, whose importance 
is easy to appreciate if one merely 
glances at the daily press of the 50 
'Spanish provinces. 

IGNACIO BARCELO, 
Director, AZOR, S. L. de Pub- 
licidad, Madrid, Spain. 
’ . * 


Poor Richard Club’s McCrea 
Is R. H. Donnelley Man 

To the Editor: Correction please! 
In the July 23 issue on the picture 
page, you have shown all of the 
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newly elected officers of the Poor |tour chairs advertising in The New | that the gentleman from the New 


Richard Club. I am very happy to! 


tell you that I am national trade 
mark manager of The Reuben H. 
Donneiley Corp. in Philadelphia. I | 
am not a member of that very fine 
advertising agency, Geare-Mar- 
ston. 

Possibly you are confused with a | 
rising member of my family, my 
daughter—Joan McCrea, who is in 
the television and radio depart-| 
ment of Geare-Marston. 

Let’s get the record straight! 

A. C. McCrea, 

National Trade Mark Man- 

ager, The Reuben H. Donnel- 

ley Corp., Philadelphia. 
. * * 


Offers Pictorial Example 

To the Editor: Mr. Woolf's com- | 
ments in his column of July 9 
about the use of photographs—of 
portraying evidence pictorially— 
was most informative and interest- 
ing. 


I would add, though, a note of) 


caution: photographs can, too, be 
deceiving. As a manufacturer of 
hearing aids, we are most familiar 
with competitive aids. Accordingly, 
we would bring to Mr. Woolf’s at- 
tention that the Sonotone ad he 
commented upon does not com- 
pletely present the “evidence,” in- 
asmuch as the aid is worn behind 
the ear as a blob. Thus, a photo- 
graph attempting to “portray” the 
evidence would have shown at 
least a side or back view. 

He might be interested in seeing 
that we have used a very simple 
pictorial device: the “before and 
after” photo. These photos (of our 


The first 


Hearing Aid 


that coe, | improves 
your appearance! i 


‘LOOK! NOTHING TO WEAR. 
“BUT ATTRACTIVE EYEGLASSES! 


™ Listener: 


A BLESSING TO THOSE WHO 
HAVE DISLIKED HEARING AIDS! 
Perfected after a quarter century of 
research and experience. 
®@ No cords of any kind 
® No ear buttons at ail 


Rok Dw we Laden 


- ef. &F.4. 


president) are completely unre- 


touched. We feel that the state-| 
ment of “The first hearing aid that | 


Yorker, It produced good results 
\for their retail store. Then, in one 
issue of Mr. Ross’s magazine, 
‘Claude Smith, one of their clever 
\cartoon contributors, had an ed- 
‘itorial cartoon featuring a Contour | 
‘chair. Eureka. 
jin our advertising! We had Mr.) 
'Smith do a fine bit of comedy 
| Situation showing a burglar filling, 
his bag with silverware, then, after | 


discovering a Contour chair, drop- | | Writer Cte 
ith 


ping the bag and walking off wi 
'the chair. This was for the sophis- 
ticated New Yorker reader. The ad 
fell flat. We quickly got back on 
ithe path of straight informative 
‘copy that brought the prospects to 
, the store. 

| Having had this experience and 
‘remembering our own reaction to 
the “sophisticate” approach, I can 


well understand the advertiser and | 


copywriter who get an irresistible 
urge to outdo the magazine’s edi- 
| tors. 

Added commentary: I remember 


| 


Yorker sales department was most 


anxious to steer us away from the 
'experiment. He knew whereof he 
spoke .. 
men today are probably still trying 
to discourage these ventures—ap- 
. this we would do) parently with as little success. 


.and New Yorker sales- 


Jmm CUNNINGHAM, 
James T. Cunningham Adver- 
tising, — 


the Mystery 
of Copywriting Ability 


To the Editor: I would like to 
suggest an immediate embargo on 


'Sweeping Statements by Big 


Agency Wheels about how desper- 
ately advertising needs creative 
talent. As a creative writer with 
15 years’ experience, who has been 
beating his head against that grey 
flannel curtain too long, may I 


|suggest another tune—one a bit| 
|less familiar, if possible. 


I have sat in too many offices 


ee ee 


while too many cordial voices have 
carefully explained that well, yes, 
I do have a lot of writing experi- 
ence—but isn’t it too bad that I’ve 
never written any copy before. 
(Isn’t that the lid on my coffin 
slamming shut?) 

Of course, I may be all wrong) 
on this; maybe there is something | 
so mysterious and elusive (in a| 
strange Oriental way, no doubt) | 
about writing copy that a clod like | 
myself, who has piddled away 15 | 
years writing for other audiences, | 
hasn’t got a chance of learning the 
magic formula. Trouble is, the! 
Statement-Makers don’t say so. 
They don’t pontificate, “What the 
advertising agency needs is more 
creative copywriters who have 
worked on pharmaceutical ac- 
counts for Four A agencies.” If 
they did, at least I would get the 
message, and have sense enough to! 
stop trying. 

I like the advertising field; ral 


and stared at too many broadlooms' like to work in it. But somehow 
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I (and possibly a good many oth- 
ers like me) am just not getting 
through. Which strikes me as be- 
ing a shame; we might have some- 
thing to contribute. 

I am requesting that my name 
be withheld if this is published, 
not so much for the usual reasons, 
but because otherwise I: have an 
awful feeling somebody would 
look this letter over and say cor- 
dially, “Hmmm—not a bad letter. 
However, you don’t seem to have 
much background writing letters 


| to editors, do you.” 


WRITER, 
New York. 


; The nation's 
; only ABC-audited 
newspaper with 
@ DAILY reeder- 
fe, avdience of 
fe 30,000 tonnage 
5 buyers 
The metal industry's 


“Market Authority” 
since 1899 
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Asa giant-size double-edged ax distinguishes Paul Bunyan, 
our trademarks distinguish the unique qualities and charac- 
teristics of our two modern-living fibers. ““Orlon” dis- 


tinguishes our acrylic fiber; “Dacron”, our polyester fiber. 
As we use and protect these trademarks, they become 
more meaningful and valuable to both consumers and 


to the trade. 


actually improves your appear- 
ance” is actually borne out by) 
these photos. 

ALFRED B. ROSMAN, 
Advertising Manager, Otarion | 
Inc., Dobbs Ferry, N.Y. 

e . * | 

Tells His Experience 
with a ‘New Yorker’ Ad 

To the Editor: James D. Woolf’s 
article in the July 2 issue on copy 
in The New Yorker was most ap- 
ropos. I know, for I learned the 
hard way. 

Several years ago I prepared 
straight informative copy for Con- 


tering, art work, etc. 


Because we know you share our belief in the value of 
trademarks, here is how to use ours correctly in your ad- 
vertising and promotional material. 

Distinguish ‘‘Orlon” and ‘Dacron’? — Capitalize and 
use quotes or italics or otherwise distinguish by color, let- 


Describe them—Use the phrase “Or/on™ acrylic fiber or 
“Dacron” polyester fiber at least once in any text. 


Designate them, in a footnote or otherwise, as “‘Orlon’— 


ORLON and DACRON are trademarks, too 


Du Ponts trademark for its acrylic fiber,” and “*‘ Dacron’ 
—Du Pont'’s trademark for its polyester fiber.” 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers Department, 
Section T-3, E. I. du Pont de Nemours & Co. (Inc.), Wil- 


mington 98, Delaware. 


TEXTILE FIBERS DEPARTMENT 


REG. U. $s. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING 
++» THROUGH CHEMISTRY 
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Information for Advertisers 


Data from three separate auto- 
motive surveys are included in the 
American Home reader-consumer 
panel report No. 46. Taken from a 
cross-section of the magazine's 
readers, the report covers figures 
on present car ownership, future 
buying plans, dealer solicitation 
and other important items, and 
also notes an increasing preference 
for hard-top convertible and sta- 
tion wagon body types. Copies may 
be obtained by writing to the 
reader-consumer panel director, 
American Home, 300 Park Ave., 
New York 22. 


@ Colorado Rancher & Farmer has 
issued a brochure on “1956 Buy- 
ing Intentiohs of Colorado Ranch 
and Farm Families.” Items covered 
include farm machinery and 
equipment, plumbing and heating 
equipment, automobiles and acces- 
sories, clothing, building material 
and irrigation equipment. Copies 
are available from the magazine’s 
research department at P. O. Box 
1349, Denver 1. 


e “The 1956 Footwear News Fact 
Book,” containing a breakdown of 
the latest market information on 
the footwear industry, has just 
been released. This is the third fact 
book prepared by Footwear News 
as a special service to the industry. 
The 26-page booklet provide. 
members of the trade with a com- 
plete and accurate analysis of an 
industry that is valued at $2.2 
billion in terms of manufacturers’ 
shipments, $3.5 billion in terms of 
consumer expenditures for foot- 
wear. Copies are available by 
writing W. D. Williams, advertis- 
ing director, Footwear News, 7 E. 
12th St., New York 3. 


e A new information booklet has 
just been issued by New Equip- 


ment Digest as a means of showing | 


manufacturers how to obtain five 
usually-desired sales objectives. 
These objectives are (1) reaching 
the market effectively; (2) getting 
sales leads; (3) gaining new mar- 
kets and new applications for es- 
tablished products; (4) using a 


|low-cost method to market subor- 
|dinate products, and (5) gaining 
‘selling support from distributors 
‘and other selling personnel. Each 
‘objective is supported and docu- 
mented by actual experience 
reports from users who have bene- 
|fited in the specific areas involved. 
|For further information or a copy 
jof this 28-page booklet write to 
|New Equipment Digest, Penton 
|Publishing Co., Cleveland. 


| 

|e Christian Herald has issued its 
“Report on 30 Years in the Prot- 
|estant Church Market.” Growth of 
ichurch membership, building, 
| Sunday school enrolment, etc., are 
|covered and graphically presented 
|Copies are available from Charles 
'A. Johnson, advertising director, 
Christian Herald, 27 E. 39th St., 
New York 16. 


e The second annual “Television 
Survey,” conducted among Farm 
& Ranch subscribers in the South, 
has just been released. It includes 
information on ownership (includ- 
ing make) of tv sets; buying in- 
tentions; viewing habits of set 
owners, and sponsor identification. 
Copies of the survey are available 
from Farm & Ranch, 318 Murfrees- 
boro Rd., Nashville. 


e Hardware Retailer has available 
ja reprint of “The Giant Nobody 
Knows,” a 63-page survey ap- 
‘pearing in its pages of hard- 


* |ware wholesaling in the U.S. Sin- 


. | 


gle copies are available from The 


National Retail Hardware Assn.. | 


964 N. Pennsylvania, Indianapolis 
\publisher of the magazine. 


|e Jewelers’ Circular-Keystone is 
| offering a free, 20-page merchan- 
dising booklet, “How to Sell Dia- 
monds,” to advertising agencies 


et |and jewelry industry personnel. 


' |Copies can be obtained from the | 


ment; traps, and valves. 


@ The Dakota Dailies, a group oi 
10 newspapers in North and South 
Dakota, have prepared a data bro- 
chure showing combined market 
figures for their markets. The 
newspapers are (in North Dakota) 
the Bismarck Tribune, Grand 
Forks Herald, Fargo Forum, Minot 
Daily News; (in South Dakota) 
Aberdeen American-News, Huron 
Daily Plainsman, Mitchell Daily 
Republic, Rapid City Journal, 
Sioux Falls Argus Leader and Wa- 
tertown Public Opinion. 


e The St. Petersburg Indepen- 
dent’s latest brochure attempts to 
show, statistically, that the city i 
really divided into three markets: 
tourists, retired old folk with re- 
stricted income, and “flourishing 
families.” Copies are obtainable 
from Jack Whetstone, advertising 
director of the newspaper. 


e “Eight Facts About the Used 
Car Buyer,” published by the 
Detroit Free Press, points out that 
today’s second hand car purchaser 
(1) wants complete information; 
(2) is interested in benefits; (3) 
wants to feel that the dealer is 
reputable; (4) is, in many cases, 
knowledgable about cars and their 
features; (5) is aware of national! 
advertising. Copies of the report, 
based on a survey of readers, arc 
available by writing Room 100 
Detroit Free Press, Detroit 31. 


e “The 1956 Brand Preference 
Survey of Foods,” the 10th annua’ 
|such survey by the Post, Salisbury 
N.C., has been released. Based on 
| answers to questionnaires taken 
|home to parents by public school 
|pupils, the survey shows brand 


p 
|preferences in all the major food. 


| categories. 


« 
r 
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nual $580,000,000 market . . . and 
still growing,” according to Dental 
Survey, which outlines this ex- 
panding market in a 32-page bro- 
chure. Copies are available on 
request to any advertiser or agen- 
cy from Dental Survey Publica- 
tions, 508 Essex Bldg., Minneapolis 
3. 


Sugar Assn. Sweetens 
Advertising Budget 

The Sugar Assn. plans to step 
up its advertising to $750,000 a 
year for the next three years. An 
additional $100,000 a year will be 
spent on public relations and pub- 
licity. Since January, 1953, the 
association has devoted $500,000 
a year to advertising and $100,000 
to public relations. Through Sugar 
Information Inc., a subsidiary of 
the association, advertising has 
been placed in daily newspapers 
in 36 major market areas in the 
U.S., and in national consumer and 
trade magazines. These will con- 
tinue to be the principal media. 

The principal objective of the 
program is to counteract the claim 
that sugar is fattening. Leo Burnett 
Co., Chicago, is the agency. 


Reiner Joins TPA 

Manny Reiner has resigned as 
general sales manager of Italian 
Film Export Releasing Corp. to 
join Television Programs of Amer- 
ica, New York, as European sales 
manager. 


“Facts in Figures about Atlan- | 


|magazine’s promotion department, | ta,” a pocket-size booklet contain- 


56t d Chestnut Sts., Philad j-/| ing all the important data about 
aie. _ aoe | this market, has been issued and is 


‘available free from the industrial | STRAIGHT TO THE COAST 


~ 


ang) 8 ive) 
mat > 


Spreads your 


word 


e “The Canadian Dental Market,” | bureau of the Atlanta Chamber of | 


containing up-to-date market data 
on the dental profession of Canada, 


| 
; its growth, services, buying power 


ark 


after d 


...emblems of SCOTCHLITE 


REFLECTIVE SHEETING 


How is your automobile emblem read? Once, by day . . . or twice 
as often, day and night? Advertisers with vision specify emblems 
in SCOTCHLITE Reflective Sheeting. Low-cost, long-lived ScoTcH- 
Lite Sheeting is the brilliant salesman that spreads your word 
24 hours a day. It sells your trademark with full color impact . . . 
and, it helps prevent after dark accidents as well. To arrange for 
a free demonstration, write Minnesota Mining and Manufacturing 
Co., Dept. AA-866, St. Paul 6, Minnesota. 


“SCOTCHUTE” Reflective Sheeting is o registered trademark of Minnesota Mining & Mig. Co. 


'and expenditures, is available at 
|no charge to advertisers and ad- 
|vertising agencies from J. H. Has- 
‘tie, promotion manager, busines 
‘papers, Consolidated Press Ltd.. 
| 73 Richmond St., W., Toronto 1. 


|e Results of a questionnaire on 
‘future buying plans of its readers 
‘are outlined in an eight-page, two- 
‘color booklet published by Nat- 
‘ional Engineer, 176 W. Adams St.., 
Chicago 3. Respondents listed their 
planned purchases in ten equip- 


/ment categories: air conditioning | 


|equipment; boilers; water treat- 
iment equipment and chemicals; 
|instruments; meters and controls; 
|motors; pipe; refrigeration equip- 


Commerce, Atlanta. 


le “Big things are happening in 
Charlotte, and throughout ‘Obser- 
verland,’ " is the theme of a new 
brochure, “Facts About the Bill- 


|ion-Dollar Charlotte Market,” jus: | 
published by the Charlotte Obser- 
The brochure uses graphs, | 
statistics and pictographs to show | 


ver. 


the growth of this market. Copies 
are available from David E. Henes. 
promotion manager. 


e “Income by Counties in New 
Mexico” is the title of the most 
recent study, 48 pages long, pub- 
lished by the bureau of business 
research, University of New Mex- 
ico, Albuquerque. Copies sell at 
$2 each. 


'e “The dental business is an an- 


THE EXCLUSIVE 
COVERAGE-IN-DEPTH OF 


U.S. COAST GUARD 
MAGAZINE 


U.S. Coast Guard Magazine—the only publica- 
tion that serves the interests of Coast Guards- 
men exclusively —delivers the most direct and 
broadest coverage of this important serviceman 
market. Write for rates and information. 


PUBLISHED BY 


ARMY TIMES PUBL. CO. 


2020 ST NW WASHINGT 


THE AMEG@ICAN WEEMEND - THE TARY MARKET 


MEREDITH adic and Televison STATIONS 


attiliated with Better Homes an 


KANSAS CITY 


wae. ‘a4 ‘ 


Pai 


\ Channel 5 


JOHN BLAIR & CO. 


¥ 


d Gardens and Successful Farming magazines 


-. PHOENIX 


BLAIR TV, INC. 
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Baldwin Stanley 


Townsend Gorman Bache & Co., New York, is 


GET TOGETHER—When the First National Bank of Boston undertook 
the sponsorship on WEEI of the CBS-Radio “World News Roundup” : 

(Monday through Saturday, 8 to 8:15 a.m.), Dallas Townsend, New on = ea: Pega pe 
York anchor man for the program, visited Boston to get acquainted. t 
With Mr. Townsend are Francis T. Baldwin, account executive, | pulling research studies. Bache 
Batten, Barton, Durstine & Osborn; Raymond W. Stanley, assistant | has printed more than 250,000 
vp and advertising manager of the bank, and Thomas Y. Gorman, copies of the report. Albert Frank- 

sales manager of WEEI. |Guenther Law is the agency. 


Owens-Illinois Puts $1,000,000 
on No-Return Beer Bottle : 
Owens-Illinois Glass Co., Toledo, No. 63 of a series 


plans to spend $1,000,000 this year 
on the initial promotion of no- The NEWS of the Rockies 
a eee anaticn. wsti| (First 6 months, 1956, the News (with 


which the company predicts will 
boost national beer consumption. 5,940,849 lines) carried 42.5% of the 


O-I says its research shows total retail linage in Denver—with 
that more than 50% of all beer 
taken into the home is consumed our 1,000-line page. 
after evening meals when guests 
are present. The glass company 
believes that this is a large market 
which will be receptive to the no- 
return quart bottle. 


Bache Pushes Latest ‘List’ 


using more than 60 newspapers 
and radio stations in eight key 


l!one of the stock broker’s best- 


Radio Audience Is 
Ahead of Rates in 
Canada, Study Says 


Toronto, July 31—A study of 
rates charged by Canada’s 159 non- 
government radio stations shows 
that rate increases during the last 
decade have been lagging behind 
the gain in potential audience. 

The study, made annually by 
Broadcast Advertising Bureau 
here, shows that Canadian radio 
homes have increased from 2,214,- 
000 in 1946 to 3,877,000 this year— 
a 75% expansion. By contrast, the 
average cost of an hour of Class 
A time (on all stations) has in- 
creased 28% during the decade— 
from $60.88 to $77.88. 

The price for spots has done 
considerably better, though still 
behind the increase in potential 
“circulation.” The average cost of 
a minute of Class A time, again on 
all stations, was $7.04 in 1946, is 
now $10.70, for a 52% gain during 
the ten years. During the last two 
years, according to BAB figures, 
the average minute spot cost has 
climbed faster than the gain in 
radio homes. 

Meanwhile, new stations have 
been opening at a pace not far be- 
hind the growth in audience. There 
were only 99 private radio outlets 
in ’46, compared with today’s 159 
—an increase of 60%. 


AMA Publishes ‘Bibliography 
on Marketing Research’ 

The American Marketing Assn., 
27 E. Monroe, Chicago, has pub- 
lished a new annotated bibli- 
ography, “A Basic Bibliography on 
Marketing Research.” Compiled by 
Hugh G. Wales and Robert Ferber, 
professor of marketing and re- 
search associate professor of eco- 
nomics, respectively, at the Uni- 
versity of Illinois, the book 
contains 28 sections and a number 
of sub-sections listing literature in 
the area of marketing research 
from a wide variety of sources. 
Price is $3 to members, $5 to non- 
members. 

The new reference is the second 
in the AMA’s basic bibliography 
series, the first, “Current Sources 
of Information for Market Re- 
search,” having been published in 
1954. Other bibliographies in the 
industrial marketing, foreign mar- 
keting and resale price mainten- 
ance fields are now in preparation. 


Mooney, Came Join Compton 

Edward J. Mooney, formerly na- 
tional chain relations manager of 
Everywoman’s Magazine, and Clif- 
ford F. Came Jr., previously with 
Anahist Co. as assistant to the 
president, have joined the execu- 
tive staff of the market develop- 
ment department of Compton Ad- 
vertising, New York. 


PLINT...4° in the NATION 


in 1955 
Retail Sales Per Household 


Just Keping your eye on Flin; will ut imoreaue aalea-! 
“GET ON THE BANDWAGON” 


It’s too late to do anything about ’55, 
but there’s still time to cash in for ’56. 
@ Flint’s Retail Sales per Household for 1955 were $5,348.* 
\ @ Compare this with the U.S. average of $3,835 


@ Now multiply Flint’s figure by 92,270, its number of 
households, and you'll get a market that should make 


\ sales figures soar for almost any product. 
e@ But that’s not all—there’s extra economy too. For 
Flint is completely covered by only one daily newspaper. 
\ Your sales messages can saturate Michigan’s Second 
Largest Retail Sales Market at one low cost when you 


advertise in... THE FLINT JOURNAL. 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR WEWS THE MUSKEGON CHRONICLE 


- 


NATIONAL REPRESENTATIVES: A H Kuch, 110 €. 42nd St, New York 17, Oxford 7-1280, Sheldon 8. Newman, 435 N. Michigan Ave, Chicago Ts 
perior 7-468¢ Brice McQuillen, 785 Market St., San Francisco 3, Sutter 1-340), Willham Shurth#®, 14612 Ford Bidg, Detroit 24, Woodward 46977 
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Federal Reserve points to Milwaukee as 


“STAND-OUT MARKET”’ 


bank debits up 25%—new car sales set records 


The Federal Reserve Bank of Chicago, in its June issue 
of “Business Conditions,” reports that “Milwaukee 
stands out as the most improved city businesswise over 
last year in the entire seventh district—which includes 
most of Wisconsin, Michigan, Illinois, lowa and Indiana.” 


Milwaukee bank debits in April were up 25% over 1955 
—largest gain in the midwest. 


Employment is at an all-time high mark—455,700 in 
Milwaukee county. Home building is far above all past 
marks—up 66% over the five months of 1955. 


New car sales in the county set new all-time high marks 
for the months of April and May, compared to the 
sharp sales declines nation-wide. 


Appliance store sales in May were up 44% over a year 
ago; department store sales up 11%; men’s clothing 
stores up 16%; women’s apparel stores up 10%. 


Here’s a market where your sales efforts should be in 
high gear. In The Milwaukee Journal alone you 
can reach 90% of all families in this busy, top-spending 
metropolitan area of a million people. 


The Milwaukee Journal 


National Representatives—O’Mara & Ormsbee, Inc. 


New York Chicago Detroit 


Los Angeles San Francisco 
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Salesense in Advertising ... 


Should Advertising Never 
Appeal to Reason? 


By James D. Woolf 
Advertising Consultant 

Psychologists generally seem to agree 
that all human behavior, including all 
buying action, is motivated primarily by 
what appeals to emotional hankerings 
rather than to reason. 

Thus a man may en- 
ter into an unwise 
marriage with a fe- 
male who has little to 
recommend her but 
yellow curls and baby- 
blue eyes. Or he may 
buy a deluxe automo- 
bile, one that is far too 
costly for his means, to 
show his friends how 
important he is. Or he 
may steal away for a game of golf when 
he should stay glued to his desk. Or he 
may remain at the bottom of the ladder 
throughout his career because he is fear- 
ful of taking a chance. 

James R. Adams uses in his work a 
list of what he calls “the mainsprings of 
human action.” The first activating emo- 
tions of human beings, he says, grow out 
of the urge to survive. Then follow hun- 
ger, bodily comfort, sex attractiveness, 
devotion, enjoyment, acquisitiveness, su- 
periority, ornamentation, security from 
harm, emulation, curiosity, and, finally, 
thrift. 


James D. Woolf 


2 If buying action, or any human action, 
is inspired and triggered by our emotional 
mainsprings, does this mean that adver- 
tising should never appeal to reason? 


You get the man-size flavor of honest tabacen without 
buffing and puffing. This filter works good and 
draws easy. The Flip Top Box keeps every cigarette 10 

goud shape. You'd expect it to cust more, but it doesn’: 


Does it mean ‘that practical considerations 
are never taken into account when Mrs. 
Housewife buys a new dress, or a vacuum 
cleaner, or a new stove, or a pot roast for 
Sunday dinner? Does it mean that she 
shrugs off facts concerning quality of 
material and workmanship, design, func- 
tional usefulness, durability, cost, guaran- 
tees, and other such matter-of-fact infor- 
mation? 

The answer, in my opinion, is no. I be- 
lieve, generally speaking, that most ad- 
vertising should contain elements that 
appeal to reason. I believe that emotional 
behavior requires the support of reason. 
No matter how thoughtless or emotional 
our buying actions may be, we are under 
compulsion to offer, if only to ourselves, 
a rational explanation which we hope will 
make us appear to be shrewd, hard- 
headed, sensible fellows. In all rational- 
ized behavior we tend to do what we 
want to do, and then find reasons to jus- 
tify it as what we ought to do. 


= The precept that justification follows 
choice of action is nothing new. Psychol- 
ogists have preached this gospel for years. 
More than 30 years ago, Poffenberger 
said this: 

“To return to our illustration of the 
individual who tries to excel his neighbor 
by purchasing a better automobile. He 
could not be expected to confess to his 
family and friends the real reason for 
purchasing the particular kind of car 
that he wants. Nor can he be expected to 
confess even to himself that mere rivalry 
or jealousy leads him to make such a 


SELLS THE PRODUCT—The pictorial he-man 


appeal of this ad is emotional, but the 
type matter—both display and small text 
—presents rational concepts: (1) easy- 
drawing filter; (2) man-size flavor; (3) 
honest tobacco; (4) no-crush flip-top box, 
and (5) no extra cost. No man I know 
admits that his choice of Marlboro is an 
emotional one. Invariably, the reasons are 
strictly rational, 


re en 
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EMOTIONAL PLUS—Everybody coos over ba- 
bies, hence the pictorial treatment in this 
page is emotional. But the type matter— 
both display and small type—is “hard 
sell” reason-why: “Libby’s are the 
easiest-eating baby foods.” “Libby’s car- 
rots are 3 times smoother than any other 
brand of carrots.” And so forth. Thus 
mothers are provided with rational rea- 
sons for preferring Libby’s. 


considerable expenditure. He finds more 
acceptable ‘reasons’ ... the proper ap- 
pearance of prosperity before his business 
associates ... low upkeep, long tire mile- 
age, number of miles to.the gallon, and 
so forth.” Comments Poffenberger fur- 
ther: “In spite of the fact that so much of 
our behavior is of the non-reasoning 
kind, there is a deep-seated repugnance 
to the idea that our behavior is not un- 
der rational control.” t 

Some advertisements, of course, make 
a stronger emotional pitch than others. 
The Betty Crocker ad, shown here, is 
moderately emotional in its appeal to 
hunger, the second of the Adams “main- 
springs of human action.” Other ads go 
all out with appeals to the heartstring. 
Whether the emotional appeal is fortis- 
simo or pianissimo, overt or covert, I be- 
lieve that incorporated in the ad should 
be practical, rational reasons that will en- 
able the customer to justify his purchase. 
The ideal ad, at least in theory, is one 
that is a happy blend of appeals to the 
heart and to the head. 


® In closing, let me say, the psychologists 
notwithstanding, that not all buying action 
is motivated primarily by emo- 
tional hankerings. Anybody who has 
had experience in the retail field, as I 
have had, knows that factual copy aimed 
rationally at the reader’s reason sells 
a heap of merchandise. Charles M. Ed- 
wards Jr., dean of the School of Retailing, 
New York University, declared after a 
several-year study of advertising run by 
72 stores: “We learned that an adver- 
tisement’s chance of success invariably 
increases as the number of pertinent facts 
included in the advertisement increases. 
The more you tell the more you sell.” 


REASON-WHY COPY—The color photo in this 
ad, which portrays father and son as 
fishing pals, is obviously a pitch at the 
reader’s emotions that will capture at- 
tention. But note that all of the type 
matter is a rational reason-why appeal 
to the reader’s reason, Pepsodent’s mem- 
orable “Film on Teeth” campaigns, the 
work of Claude Hopkins, were almost en- 
tirely reason-why, 


APPEALS TO HANKERING—Hunger is admit- 
tedly one of the great “mainsprings of 
human action.” Hence the mouth-water- 
ing chocolate-brown picture of the An- 
swer cake may be said to appeal to an 
emotional hankering. But the copy bears 
down on the practical concept that An- 
swer cake is “easy as 1, 2, 3.” 
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Looking at Radio and Television . . . 


Progress Being Made in Integrating 
TV Shows and Commercials 


By the Eye and Ear Man 

One of the progressive sciences in tele- 
vision is that of the openings, closings and 
integrations between programs and com- 
mercials. This small voice has decried the 
“kerplunk” theory of dropping commer- 
cials in a program despite the lack of 
logic or continuity. Something is being 
done about it. 

In this day and age of tough competi- 
tion on three channels, the new program 
has to get started soon and capture an 
audience before the fickle viewer can 
switch to another channel. The 1956 open- 
ing, therefore, must be swift, promising, 
and provocative. Some of the great Holly- 
wood film openings are slowly finding 
their way into television garnished with 
a ten-second brand identification. 

When conversation turns to openings 
and closings, two shows come to mind as 
examples of good transitions between en- 
tertainment and commercials. Foremost 
is the “Phil Silvers Show.” This program 
starts out with a bang, with Sergeant 
Bilko drilling his platoon with noisy, 
authentic funny commands which estab- 
lish the mood of the program and drum 
in the name of Camel with equal ease. 
The program from beginning to end con- 
tinues to do both. ’ 


® Another program which is frequently 
quoted as effecting a clever transition 
between strong program material and a 
commercial, but requiring a lighter re- 
ceptive mood on the part of the consumer, 
is the Alfred Hitchcock program. This 
show often presents offbeat gore, but 
Hitchcock himself has turned out to be a 
comic with witty and clever lines and 
situations that are ofien better than 
the program itself. Hitchcock was smart 
enough to hire one of George Gobel’s 
best writers, who wrote words that made 
the commercials the most palatable enter- 
tainment in the show. 

Other sponsors are realizing that a star 
can make a good transition between show 
and commercial so long as he remains in 
character or at least is plausible. Ed Sul- 
livan, Arthur Godfrey, Steve Allen, Dave 
Garroway, Bob Hope, Dinah Shore, 
Ronald Reagan, Jane Wyman, Loretta 
Young, Bill Bendix, and George Gobel 
have all made contributions to the client- 
program marriage. 

Several possible methods of integra- 
tion and product endorsement present 
themselves: 

1. Star endorsement. 

This depends on the star, his or her 


Tips for the Production Man... 


ability to sell, his or her willingness to 
sell, and belief in the product; the star's 
function in the program, character in the 
program and relation to reality as a char- 
acter or in person. If any of these is in 
balance with the program, by all means 
use your star. 

2. Transitional devices. 

If the program is diametrically opposed 
to the mood of the commercial or product, 
several transitional devices are possible. 
The simplest and often the most effective 
is to have a character like Hitchcock or 
a Jonathan Blake, who says a few simple 
words relating to the story and leading 
into the commercial. This narrator or ex- 
plainer is charged against the program 
and in most cases has nothing to do with 
the actual commercial except to estab- 
lish a mood. The caution here is to get 
a good one with a distinctive characteris- 
tic, and not let him talk too much. 


® Other transitional devices include ani- 
mation, special titles relating to the char- 
acter of the program and used at the 
beginning, end, and before and after com- 
mercials, or clever title cards tending 
only to change the mood of the program. 

Regardless of what device is agreed 
upon between the show producers, agency 
executives and client, something must be 
agreed upon. No longer can a client say, 
“Just drop it in.” With millions of dollars 
riding on television, every precaution 
must be taken to be sure the potential 
consumer has his attention riveted to 
the television screen and is in the proper 
emotional mood when the precious 10% 
of commercial time is on. 

The days of the “kerplunk” method of 
commercial presentation are disappear- 
ing. More and more users of television 
are wise to the fact that programs run 
from station break to station break. A 
dame with her eyes full of tears, because 
the story was so sad, can’t see a happy 
commercial for Schultz’s Bouncing Bacon 
Balls. 


® The transitional device deserves the 
best brains that can be applied to a tele- 
vision program and they should work as 
an entity, because that is exactly what 
the program is to the folks at home. You 
have one minute for every ten minutes of 
program time, Mr. Advertiser. You'd 
better pay attention to the iron rules of 
drama since Aristophanes. The fellow 
looking at the television screen responds 
emotionally to everything as it comes at 
him. Make it all blend together smoothly. 


‘Time's’ Research in Graphic Arts 


By Kenneth B. Butler 
(Mr, Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, III.) 
Many of you saw and read the pub- 
lisher’s letter of James A. Linen in a 
recent issue of Time magazine which 
explained the extent of the research 
program in graphic arts being carried on 
by this organization at their experimental 
plant at Springdale, Conn. 
Paper and printing are, of course, the 
principal expenditures of a publishing 
organization like Time. Along with the 


need to study costs, they are concerned 
of course with improvements in repro- 
duction. Publisher Linen predicts wonder- 
ful things and is proud that his company 
has had a hand in bringing about this 
technological renaissance. 

At Springdale they have 101 scientists 
and technicians working on their projects, 
which to date have cost $15,000,000. This 
covers a period of about ten years. 


® One of the developments which he 
describes is the Electronic Scanner, which 
was developed at Springdale in coopera- 
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The Creative Man’‘s Corner... 


Otrufreshes 


thirst ... sympathetic brewing.” 


listening to. 


It's a Nice Tune 


Chien, all / 
its playtitne’s langest-selling beer ! 


fe cheer 6 Ries cmndteng ovate amine thee sue” 


Schlitz, now, picks up the copy and art technique that Pepsi-Cola and Philip 
Morris will undoubtedly be dropping. It’s a gay, human, “togetherness” type 
of approach that somehow fits in with the modern scheme of living—in which 
everybody, hopped up with vitamins and on a low calorie diet, is living a life 
enjoyed by no other people in history. 

How long this approach can be used to advantage depends on how long the 
cold war remains in the freezer, how short the steel strike (which is on at the 
moment this is written) turns out to be and how many advertisers turn to 
the same technique. After all, you can make too much of a good thing. 

We like not only the gemutlichkeit expressed by the art, but the fresh new 
words introduced into the copy: “Out-refreshes them all... playtime’s largest 
selling beer...a finer cooling system ... whirls lightly through the thirstiest 

With these, of course, are some of advertising’s most worn phrases: largest 
selling, for example. And, of course, two standard Pepsi-Cola hand-me-downs: 
So light and refreshing... never, never filling. 

Seems to us we’ve heard the song before. But the rendition is still worth 


— 


tion with Eastman Kodak engineers. The 
machine is described as an electronic 
“computer” which automatically trans- 
mutes color transparencies (Kodachrome, 
Ektachrome, etc.) into four separate 
negatives, one for each color, from which 
engravings or lithographic plates are 
made for four-color printing. 

Other “firsts” emanating from this re- 
search laboratory are an aluminum- 
backed letterpress plate, an internal lock- 
up plate cylinder, a high-speed bindery, 
and the “balanced light” illuminator box. 
Since Time interchanges its information 
and findings with printing and paper 
suppliers, it may be just a question of 
time until some of these developments 
are available commercially. In fact they 
set up, a few years ago, a division known as 
Printing Developments Inc. to handle the 
distribution of products developed by 
their laboratories. They have, in fact, 
completed plans for erection of a new 
plant in Racine, Wis., to supply hard- 
metal offset plates called the “Lithure” 
and the “Lithengrave.” 


Production men and buyers of ad- 
vertising printing, to say nothing of buy- 
ers of space, will watch these develop- 
ments with interest. Surely process 
printing is growing by leaps and bounds 
and techniques that will produce more 
faithful reproduction at less cost will 
further stimulate the use of natural color 
reproduction. 

As to their work on high-speed presses, 
Mr. Linen says that the presses on which 
Time’s pages will be printed in five years 
do not exist today. This is another way 
of saying that they have made important 
advances, probably in the blueprint stage 
for actual press manufacture. 


= Anything that decreases the cost of 
physical production of a _ publication 
makes space advertising a better buy. A 
modern publisher is in journalism, yes, 
but to a greater extent he is in manu- 
facturing. The publication must be eager- 
ly bought and avidly read, but more than 
that, it must be delivered at an econom- 
ical cost per page per thousand. 
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One of a series of comments on Metropolitan Oakland 
as a market by Pacific Coast advertising agency men. 


Metropolitan Oakland (Alameda County) is certainly a market no 
regional or national advertiser can afford to miss. Located on the 
mainland side of San Francisco Bay, it is the 16th largest county in 
the U. S. and recently it became the largest population center in 
Northern California. It is a!so in the top spot for number of families— 
258,000—and for their total food bill—$259 million annually. 


— RICHARD I. CLARK, 


Director of Media 
BRISACHER, WHEELER & STAFF, 
San Francisco 


Yes. 

It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily more than 200,000 
Sunday more than 220,000 


Cresmer & Woodward, Inc. 
National Representatives 
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Integrated Design Is the Key 
to the Olivetti ‘Style’ 


In his speech at the annual convention of the International Advertising 
Assn. in May, Dino Olivetti, president of Olivetti Corp. of America, described 
the integration of architecture, product design and advertising which has been 
of interest to admen, architects and designers in this country. The integration 
concept is so interesting that the speech is reproduced here in full-tezt. 


By Dino Olivetti 

I do not know how many of you are 
familiar with the name Olivetti. It means 
about 17,000 direct employes, both in the 
manufacturing and in the marketing 
fields, scattered in five continents; it 
means six factories in Italy, five outside 
Italy, 15 allied foreign companies and dis- 
tributors in over 100 countries; it means 
typewriters, calculating machines, ac- 
counting machines, teleprinters, machine 
tools, textile machines, office furniture— 
it means international trade and inter- 
national trade headaches. 

All this was started 48 years ago by my 
father, Camillo Olivetti, in a small farm 
center called Ivrea, just north of. Turin. 
It grew up to what it is today because of 
the foundation he laid. 

Around 1910, he wrote an article intro- 
ducing the first model of his typewriter: 
the title of this article was a play on 
words in French. It read: 

SAVOIR, FAIRE, FAIRE SAVOIR 
which may be translated into English as: 
TO KNOW, TO MAKE, 

TO MAKE KNOWN 
This, in a nutshell, is the program which 

he developed for his organization. 


= Camillo Olivetti was a designer by ed- 
ucation, a teacher by vocation and a busi- 
ness man by intuition. Above all, he had 
confidence in the intelligence of man and 
his profound respect for the individual 
made it possible for him to understand, at 
that time, the responsibility and obliga- 
tions of industry toward the people work- 
ing for it, as well as the public at large. 

From the beginning, he conceived in- 
dustry as a social enterprise and not as a 
mere profit-making business. 

What I hope to be able to do here is to 
see with you how the FAIRE SAVOIR, 
the TO-MAKE-KNOWN, has been inter- 
preted and carried out by Olivetti. 

TO MAKE KNOWN, in its narrow 
sense, means ADVERTISING. 

I would like to give it a broader mean- 
ing, since “advertising” is only one of the 
ways in which a company communicates 
with its public. 

Many outstanding magazines in the field 
of busihess, design, architecture, market- 
ing, in the various countries of the world, 
have discussed the visual aspects of Oli- 
vetti and the aesthetic qualities of these 
manifestations. 

All of them have spoken of an Olivetti 
“style.” 

The same topic was analyzed in these 
last few years in the design conventions 
in Aspen, Milan, Paris and Achen and the 
term “integrated design” was used to de- 
scribe the correlation existing at Oli- 
vetti between advertising, design and ar- 
chitecture. 

e What is the Olivetti “style”? What 
makes its design integrated? 

The single manifestations have not a 
common theme running through them! 
They vary with the personal style of the 
artists, designers, architects that have 
created them. 

There is not even a standardized trade- 
mark! 

Yet, there is an element that links to- 
gether all the visual manifestations of 
our company, whether they are ads or a 
factory building or a billboard or the de- 
sign of a machine or a calendar. An ele- 
ment which is not tangible or measurable, 
and yet omnipresent. 

Integration of design is actually 
brought about by the unification of the 
visual aspects of the industry under a 


single standard of taste. 

If we fail to identify this common de- 
nominator, it is only because, as Leo Li- 
onni puts it, there is a common miscon- 
ception that a red dot on the letterhead, 
a red dot on the machine, a red dot on the 
facade of the factory and a red dot on the 
secretary's forehead constitute integrated 
design. 

Let me say, though, to avoid misunder- 
standing, that this standard of taste is not 


Dino Olivetti 


something that has been codified. There 
are no rules defining what is aesthetically 
valid and what is not. 

The artists, designers and architects 
have been called upon to express them- 
selves freely. 

Their only guiding principles have been 
high artistic quality and careful balance 
between the aesthetic and the practical 
requirements. 


@ These two principles have guided the 
activities of these men since my brother, 
Adriano Olivetti, now president of the 
company, in the early 1930s, became ac- 
tively engaged in advertising. 

In the atmosphere of free expression, 
created by him, the personal tendencies 
of all those concerned with the visual 
manifestations of Olivetti have blended 
almost naturally and, in time, a tradition 
of quality came about; the younger mem- 
bers of the team learned from the older 
ones while, at the same time, making 
their contribution of new vitality. 

The two principles that guide the work 
of all these men are not remote from the 
actual work they have to perform. 

When Pintori, our art director in Italy, 
says that “a page or a poster must be de- 
rived from the inherent qualities of the 
object or the function to be advertised,” 
he expresses the need for a balance be- 
tween aesthetic and practical require- 
ments, neither of the two ever being 
allowed to develop at the expense of the 
other. 

He proves that the principle is an in- 
dispensable tool for his activity. 

It may seem a paradox if I say, at this 
point, that these two principles are not 
enough—but it is not a paradox. 

I only want to say that these two prin- 
ciples will acquire true meaning only if 
they are interpreted in the light of the 
philosophy that animates the company. 


es Let me illustrate my point with an ex- 
ample: 

Our newest plant is located in Pozzuoli, 
near Naples. Every time that I visit this 
new factory, I feel a sense of beauty and 
pleasantness that I never felt in any other 
factory, and I have seen quite a few. 

Mr. Cosenza, the architect, in solving 
the layout, has taken into consideration, 
not only the requirements of the manu- 
facturing process and the material needs 
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NEWEST PLANT—This is one view of the newest Olivetti plant in Pozzuoli, near Naples, 


Italy. It makes extensive use of glass and looks more like a modern American school 
building than a factory. 


of the people who had to work in it, but 
also their spiritual wants, their back- 
ground, the life which they had led. 

These people were accustomed to see- 
ing, from the day they were born, one 
of the most beautiful views of Italy, the 
Bay of Pozzuoli, an old Roman naval base. 

They had run barefoot and free in the 
orange and olive groves which are on the 
hills behind the bay. 

The free, clear and shiny air had been, 
for many years, their chief diet and, un- 
fortunately, the protein content of that 
diet has never been very high. 

It was necessary to help them get the 
protein needed by providing them with 
work—this, the factory could do—but it 
would have been very sad, indeed, if, in 
order to acquire more proteins, they had 
had to be cooped in an air-conditioned, 
fluorescent-lighted building for eight 
hours of the day. 


a The finished building makes extensive 
use of glass; the feeling of enclosure is 
practically non-existent. 

Seen from the highway, it looks more 
like a modern American school building 
than a factory. It has been included in 
the sightseeing tours. This is the external 
aspect. 

To explain what it means to those who 
work there, I will say that the same ma- 
chines which were. produced before in 
another factory, by other workers, now 
come out of the production lines about 
5% faster. 

Here, the principle of quality and that 
of balance between the aesthetic and 
practical requirements would not have 


'N NEW YORK—The New York showroom of Olivetti Corp. of America carries out the 
aesthetic “style” referred to by artists and architects. 


NO TRADEMARK—A single standard of taste 
accounts for the integration of design, Mr. 
Olivetti says, since there is no common 
theme running through the company’s ad- 
vertising, architecture and product design. 
The ad at left, for Olivetta Lettera 22, ap- 
peared in The New Yorker, and the one at 
right, for the Olivetti automatic carriage 
printing calculator, appeared in Business 
Week, Nation’s Business and Time. 
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IR a a ns Se 


“Success Is a journey 
fot a destination” 


The BIG 3 magazines, Life, LOOK, Post, have recently announced rate bases for 1957. (These 


bases are circulation averages upon which advertising rates are set.) The changes in rate bases, 
year by year, since the end of World War II, tell an interesting story of magazine growth. 


CIRCULATION RATE BASES* 


| LOOK POST LIFE 

4 1946 2,100,000 3,700,000 5,200,000 
: 1947 2,310,000 3,800,000 SAME 
1948 2,700,000 SAME SAME 
1949 2,850,000 SAME SAME 
| 1950 3,000,000 SAME SAME 
: 1951 3,100,000 SAME SAME 
: 1952 3,250,000 SAME SAME 
7 1953 SAME 4,200,000 SAME 

1954 3,700,000 4,450,000 5,400,000 
1955 3,900,000 SAME SAME 

1956 4,000,000 4,650,000 5,600,000 
1957 4,200,000 4,850,000 SAME 

"ounce 1946 | 2,100,000 | 1,150,000 | 400,000 

3 3K In any given year where there were two or more increases, the largest figure has been shown. ’ 


1st Six Months 1956 is the . . . 


Compared to 1946: 
a Circulation is up 82% 


By far, LOOK has the greatest rate of growth 
among the BIG 3 magazines. 


BIGGEST SIX MONTHS IN LOOK’S HISTORY 


| Advertising Pages are up 78% 
| Advertising Revenue is up 455% 


will be 


All businessmen understand the growth factor in judging the indus- 
try in which they are engaged. The growth factor for LOOK has been 
outstanding, continuous, compelling. Based on a continuously growing 
acceptance by the American people, LOOK’s growth is solid, indeed. 
Change is constant in all busi- 
ness, and magazines are no excep- 
tion. What would be your guess as 
to where these 
a few years hence? 


WOOK 


the exciting story of people 
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given this result unless also the respect 
for human personality—laid down by the 
founder of the company—had not been 
taken into consideration. 


e An objection which is often raised is 
whether the path followed by Olivetti is 
economically sound. 

I can answer yes—and I would like to 
use another example to illustrate my 
point. 

I imagine that some of you, who have 
seen our New York showroom, may have 
judged it an extravagance. Actually, it 
has been the cheapest form of interna- 
tional publicity. The cost of installation, 
which was fairly high, has been paid back 
ten-fold in free publicity. 

The yearly cost of the store is partially 
paid by the income derived from the ma- 
chines sold over the counter—mostly Let- 
tera 22 portables—and what is left is 
equivalent to the cost of two pages of ad- 
vertising in any of the leading weekly 
magazines. 

I have said that the publicity value of 
the showroom is not only national, but 
also international. 

I say this, not only because it has re- 
ceived the attention of foreign publica- 
tions, but because we must remember 
that New York is an international city 
and thousands of people from all over the 
world arrive here monthly. 

When they pass by the showroom they 
carry away with them a lasting impres- 
sion which is bound to influence any fu- 
ture transactions with our representatives 
in their countries. 


a If we look now for a moment at the 
advertising field, we shall see that the 
principles of high aesthetic quality and 
balance of requirements find a third prin- 
ciple, which is the attempt at a universal 
language. 

As an international company, we must 
use a language which is understandable 
and conveys the same impression of our 
company to all. 

The essential point is, therefore, in the 
effectiveness of the message which will 
be greater when it is formulated in dif- 
ferent forms of graphic expressions. 

In going abroad, our advertising has 
remained unchanged. 

True, the media are varied from coun- 
try to country and a new copywriter or 
an artist may have been added, but the 
over-all style has remained the same. For 
all practical purposes, the ads may be in- 


On the Merchandising Front... 


terchanged among the various countries. 


@ It is implicit in the above that the most 
important and delicate taste is that of 
selecting the men who will be entrusted 
with the creation of the advertising mes- 
sage. I think I can say that it aims at 
long-run results; it tends to create a last- 
ing impression through the multiplicity 
of its expressions. 

By fulfilling the fundamental require- 
ments of truthfulness, persuasiveness and 
beauty, it has the function to introduce 
Olivetti, present the product and to pre- 
pare the prospective customer for the 
sales action. 

I said “to prepare for the sales action” 
because all of our products, with the pos- 
sible exception of one, are still sold 
through the personal action of a salesman 
who must give a detailed demonstration. 
To those who may wonder if the adoption 
of uniform principles is valid, I can say 
that it is, but I must also add that it pre- 
sents difficulties. 

When we first came into this country, 
we had to resist what seems to be a wide- 
spread tendency to use thundering words 
such as AMAZING, WONDERFUL, SU- 
PER DE LUXE, printed in big, bold type. 
We had to resist it not only because we 
prefer to hear these statements from the 
users of our machines rather than read 
them in our own ads, but also because 
this would have modified our line of con- 
duct, which—I repeat—tends to be an 
expression valid internationally and not 
just nationally. 


s To conclude, product design, architec- 
tural design, and advertising have come 
to symbolize quality. 

Through these manifestations, a com- 
pany personality has evolved. A person- 
ality which remains unchanged through- 
out the countries where Olivetti operates, 
and it is rewarding to see how many of 
our independent outlets have, in time, 
come to realize the validity of our ap- 
proach and are trying to follow in our 
footsteps. 

For the last three decades, the Italian 
public first, then the public of the world, 
have witnessed the birth of this personal- 
ity. We are grateful to this public who 
has accepted our product and who has 
appreciated our way. 

Allow me to say that we feel very proud 
of the betterment—little as it may be— 
that we have brought about with our 
SAVOIR, FAIRE, FAIRE SAVOIR. 


Are Mass Retailers Earning More 
on Buying than on Selling? 


By E. B. Weiss 

Is more ingenuity being exercised by 
mass retailers in winning concessions 
from suppliers than in the retail selling 
function? 

Is buying among mass retailers making 
a larger contribution 
to net profit than retail 
selling? 

Is the mass retailer 
more of a_ landlord 
than a merchant? More 
of a concession seeker 
than a. merchandiser? 
More concerned about 
space rental rates than 
about merchandise 
turnover rates? 

Are mass retailers performing less and 
less of the traditional retail function, and 
demanding more and more from their 
suppliers? 

Is this one reason mass retailers show 


E. B. Weiss 


So little concern over their general inabil- 
ity, despite huge increases in volume, to 
show any dynamic increase in net profit 
percentage on merchandise turnover? 

Are mass retailers unconcerned about 
their tendency to become alike—in store 
architecture, in merchandise classifica- 
tions, in price lining, in other merchan- 
dising policies—because these facets of 
retailing are actually becoming secondary 
in the net profit performance? 


® I have yet to see a truly complete list 
of the innumerable forms of concessions 
won by large retailers from their sup- 
pliers. Indeed, « complete list of these 
concessions will never be compiled—first, 
because so much of this is “under the 
table’”’ and secondly, because a list com- 
piled today will be outdated tomorrow! 

But it isn’t unheard of for some mass 
retailers to win new-store and renovat- 


ing construction costs in considerable 
* 


part from suppliers; to win check-out 
gates from suppliers, paint jobs, etc. 

The 50-50 advertising allowance has 
reached a point with one chain where, 
in certain categories, brands are thrown 
out unless the allowance is 100%. And 
this is sometimes 100% of a _ not-too- 
accurate line rate, thus winding up at 
the 125% mark. Some retailers have also 
won “production costs” as well as 50-50 
on blown-up rates and, of course, produc- 
tion costs can be as variabT@ asthe winds, 
and are! A large appliance chain is re- 
ported to earn a fabulous $2,000 a week 
profit on its television co-op. 


® Rates for shelf space and position and 
frontage are pretty well fixed in certain 
outlets. Ditto for rates on window dis- 
play (with no assurance that the space 
paid for inside the window may not be 
covered over with stickers on the plate 
glass—also paid for by another supplier). 

Rates for shelf-extenders, for dump 
displays, for aisle displays, etc., are “sub- 
ject: to negotiation,” with the “seller” 
very much in the negotiating saddle. 

Some large retailers charge all: toll 
calls to suppliers. Radio and television 
stations owned or controlled by retailers 
somehow come up with manufacturer 
sponsorship that other stations appear un- 
able to duplicate. 

In certain fields, the manufacturer ab- 
sorbs warehousing expense, delivery costs 
to the individual stores, has his own men 
maintain displays of merchandise and 
vheck, and even replenish, inventory. 
(The manufacturer also pre-packs, pre- 
tickets, pre-prices, and his men may open 
the shipping cases.) These same men will 
arrange for complete promotions (in- 
cluding related products not made by the 
company and, in some instances, the re- 
lated products are the retailer’s own con- 
trolled brands). 

There have been no reports of any 
down-trend in the retailer’s margin un- 
der these circumstances! 


® Manufacturers supply demonstrators— 
put their own people on the retail floor 
for days during “special promotions.” 
They pay part of the salary of retail sales 
people. They pay for coupon handling, 
and the rate goes up, up, up. They now 
plan deals so that the retailer is involved 
in no handling costs; if necessary, they 
send their own people into retail ware- 
houses to “band” merchandise, etc. And 
deals that involve any shrinkage of re- 
tail margin get rough reception. 

Some stores insist that suppliers pay 
postage on statement enclosures, although 
the envelope carries the store’s statement. 

Stores expect liberal “return” privi- 
leges and not only on colors, sizes, etc., 
but to the point where the merchandise 
is really out on consignment or memo. 
They expect liberal free samples. They 
expect contributions to their favorite 
charities. 

Efforts have been made to get suppliers 
to underwrite the cost of lost, strayed and 
stolen shopping carts. Cash discounts are 
taken when not earned. The burden of re- 
pairs is being shoved off on to the manu- 
facturer as fast as possible. 


s The manufacturer is expected to 
“train” retail sales people, despite the ob- 
vious fact that retailers, themselves, have 
been rather unsuccessful in this endeavor. 
And when the manufacturer tries to do 
a bit of sales-person training he runs 
through a gauntlet of obstacles that 
guarantees total failure. 

We can pass by the matter of enter- 
tainment and door prizes and contests 
when buyers visit showrooms. 

The total payment made by resources 
for retail fixtures will never be known, 
but it must be enormous. Spiffs, P.M.’s, 
contests for sales people, window display 
contests, round-the-world trips for buy- 
ers, etc., all add a tidy sum to the mass 
retailer’s take. 

Price concessions in innumerable forms 


Advertising Age, August 6, 1956 


abound; Robinson-Patman has had little 
effect in controlling this form of allow- 
ance. A list of concessions a yard long 
could easily be compiled. 


# Some department stores which main- 
tain poor liaison with their branch units 
want resources to make up for this lack. 
There have been “suggestions” that win- 
dow display installation costs might be 
underwritten by manufacturers—and 
these suggestions have not fallen on deaf 
ears. Liberal policies with respect to can- 
cellations are assumed as a natural privi- 
lege. And the maker of a new line is 
sometimes expected to buy up the line he 
is replacing. 

It is entirely probable that manufac- 
turers will wind up underwriting the cost 
of the trading-stamp mania sweeping the 
nation. The “promotional allowance” cov- 
ers a multitude of services—most of them 
seldom rendered or rendered inefficiently. 
The National Assn. of Retail Grocers 
pointed out that the salary of the store 
buyer is paid for in some instances by 
suppliers! It also commented on an “al- 
most inexhaustible list” of other allow- 
ances. These retailers were, of course, 
complaining because larger retailers 
were benefiting from these allowances. 
The smaller merchant is not totally bereft 
of allowances. 

Free goods represent a wide-open type 
of allowance. Then there are special pay- 
ments for exclusive franchises and even 
semi-exclusive franchises. 


= Yes—the list is endless. 

And, in this age of pre-sold brands, of 
self-service and self-selection made pos- 
sible entirely by billions of dollars of ad- 
vertising by manufacturers—in this age 
of pre-packaging, of self-propelled mer- 
chandise movement—the list is far, far 
longer than it has ever been in the past. 

Indeed, it is equalled in size only by 
the list of complaints that these retailers 
level at their suppliers, of which “in- 
sufficient margin” is perhaps the most 
common! 

Now I do not take the position that all 
that is right and proper is on the side of 
the manufacturer, and everything that is 
economically unsound is to be attributed 
to the large retailer. That is utter non- 
sense. 

But I very definitely take the position 
that when a retailer’s major contribution 
to net profit comes from his buying, then 
his selling becomes mediocre. 

And I think it is no exaggeration to say 
that the selling of some, if not many, of 
our mass retailers is, if anything, less than 
mediocre! 


s The modern definition of “merchandis- 
ing” in mass retailing is tending to be- 
come “handouts.” When the executive vp 
of a large chain told me rather proudly: 
“I’m strictly a ‘deal guy’,” he wasn’t re- 
ferring to merchandising ingenuity; he 
was referring to his ability to win conces- 
sions. And hi§ ability to win concessions is 
astounding; truly astounding. Yet I note 
that this chain, with its ever-larger store 
its gigantic jump in gross volume, etc., 
has had a constantly shrinking net profit 
percentage in the last four years. And 
this isn’t due to any deliberate policy of 
passing on to customers the allowances 
taken from manufacturers. 

In other words, the net profit record of 
many, if not most, of our mass retailers 
during these last five extraordinarily 
boom years would hardly make out a 
strong case for allowances as the secret 
key to profitable retailing. And certainly 
the retailing extravagances that inevitably 
stem from dependence on allowances 
rather than on sound retailing, paved thd 
way for the appearance on the retai 
scene of the discount operator who has 
not only proved himself still more adep 
at getting allowances than the traditiona 
retailer, but has not had time—as yet—td 
become softened by allowances as has th 
traditional retailer. 

This, therefore, is not a plea from th 
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Thousands of advertiser and agency men are using IM’s 622- 
page reference on industrial markets, market potentials and 
media every day. We know that many new uses have been 
developed for this unique volume, but frankly, we don’t 


believe these many uses have become well enough known. 


First prize in the contest is a $1500 all- 
expense trip to Hawaii for two, including a 
choice of crossing the Pacific by sea or air. IM 
will provide the winner’s transportation to the 
west coast, where Happiness Tours takes over, 
arranging for all travel details, providing 
entertainment and sightseeing programs. The 
trip includes travel on the luxury liner S.S. Lurline, a stay at 
such hotels as the fabulous Royal Hawaiian Hotel on Waikiki 
Beach, visits to other islands and an entertainment program 
designed to erase business matters from the mind for three 


glorious weeks. 


gy How to win a 3-week $1,500 trip to 


Hawaii __ 


It’s not difficult. If you work for an industrial advertiser or agency, most likely 
there’s a copy of Industrial Marketing’s “Market Data Book” within reach which you’re using 
regularly. Just write us a winning letter, “How I Use The Market Data Book.” 


The contest, which opens August 1 and closes December 1, is 
open to any industrial advertiser or agency man who uses 
the Market Data Book. Entries will be judged mainly on the 
ingenuity and variety of uses to which the many types of infor- 
mation are being used to study markets, select media, and 
plan research and promotion. In addition to the Hawaii trip, 
20 additional prizes consisting of motion picture cameras — 
Eastman Kodak’s 8mm Brownies—will also be awarded. 


Send your entry 
to the EDITOR, 


INDUSTRIAL MARKETING 


SELLING AND ADVERTISING TO BUSINESS AND INOUSTRY 
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manufacturer’s side of the fence; I’ve al- 
ready made it clear that I do not accord 
angelic wings to the manufacturer. It is, 
instead, a plea—or at least a suggestion— 
to mass retailers that they focus their at- 
tention not so much on allowances, but 
rather on how to move pre-sold mer- 
chandise to the American public at a 
lower cost. 

To date, mass retailing has been com- 
pletely unsuccessful in proving its ability 
to operate profitably at lower margins 
despite the shrinkage in services ren- 
dered to the shopping public. Even self- 
service and self-selection, which mean 
that the shopper is assuming some of the 
functions of the retailer, have not in- 
volved the public in any savings. 


® I am dubious, in this connection, of so- 
called statistics which seemingly prove 
that the food super has cut food margins 
by 50% or 40%; I don’t think this is so. 
And I know darn well that the food super 


tends to take traditional margins on the 
non-foods it has added in recent years. 
Indeed, I question whether many of the 
large food chains today earn a net profit 
on their food operation despite their al- 
lowances; more and more of their net 
profit comes from non-food. 


® I believe that the fundamental reason 
for the existence of the mass retailer is 
his presumed ability to provide low-cost 
retailing. Yet at this very moment, when 
he performs the smallest degree of true 
retail service in his history—because the 
manufacturer has shouldered more and 
more of these functions—and at this mo- 
ment, when his total “take” on allow- 
ances is the highest in his history, his 
requirement for margins continues to ex- 
pand. 

In brief, allowances have not made 
mass retailers low-cost retailers. Maybe 
truly modern retail merchandising could 
turn the trick! 


Just Looking... 


Nobody can know what is in the 
heart of a child—especially when she 
is sitting wide-eyed before a tele- 
vision set. 

The other day I made a few clinical 
notes on the impact of modern selling 
techniques on the six-year-old viewer. 


@ My subject was Nora, an intelligent, 
sensitive, well-adjusted little girl 
whose allegiance, just now, is waver- 
ing between the Mickey Mouse Club 
and Ernie Kovacs. 

She was watching the commercial 
for a breakfast food we'll call Slur- 
pies. 

This commercial is delivered straight 
by a juvenile pitchman with all the 
nauseous charm of a third-grader try- 
ing to look and act like Pinky Lee. 

Beginning of commercial: Boy pitch- 
man pops onto screen clutching box 
of Slurpies and fixing kids with gim- 
let eye. 

Nora glances up at me with startled 
look. 

Boy pitchman gives it to the kids 
straight: They want sturdy bodies, 


By Walter O’Meara 


strong bones, straight backs, red blood, 
keen minds, don’t they? Well then, 
they’d better get hep to Slurpies, etc., 
etc. 
Nora begins to show signs of nerv- 
ousness. 

Slurpies are fuli of vitamins, car- 
bohydrates, proteins, quick energy and 
served with milk, sugar, sliced banan- 
as, etc., etc. 

Nora moves closer to me on the sofa, 
burrows head in my shoulder and 
watches with one eye. 

And boy, oh, boy! do Slurpies ever 
taste swell, with that crisp, crunchy, 
nut-like goodness, etc., etc. 

Nora slips off sofa, begins to walk 
about room with vaguely cornered 
look, holding hands to ears. 


® Boy pitchman points to name, Slur- 
pies, on package and tells kids to re- 
member it, so when they go shopping 
with Mom, they can ask her to get 
some. Stares into camera with sudden 
John Cameron Swazey smile. 

Nora runs and hides behind sofa. 

End of commercial. 


Employe Communications... 


Open House Around the Calendar 


By Robert Newcomb and Marg Sammons 
‘(Mr. and Mrs. Newcomb operate 
their own public relations organiza- 
tion.) 

By tradition, plans for the final open 
house for 1956 should have been com- 
pleted by now. The older practitioners 
in the art of hosting for management fig- 
ure that summer is the only time for open 
houses, except in the balmier climates, so 
they shut the plant gates with the fall of 
the first leaf. 

The weather seems to be changing, and 
some of the open house traditions appear 
to be changing with it. Plant open houses 
are being geared more and more to time- 
ly events, and less and less to the 
weather. One Michigan manufacturer 
drew a capacity crowd to a plant open 
house with snow on the ground and the 
thermometer in the neighborhood of ten 


above. Another midwestern manufacturer 
wanted to show his new lab off to his 
neighbors just before it went into opera- 
tion, and although he had misgivings 
about a March premiere, the affair went 
off ideally. The weather was typically 
March but it didn’t bother the visitors— 
they came in droves anyway. 


s In doing some research on open house 
trends in industry for an article to ap- 
pear in the September issue of Mill & Fac- 
tory, we uncovered some interesting rea- 
sons for the ’round-the-clock character of 
plant open houses: 

Although the weather is naturally more 
promising in the summer in the heavily 
industrialized areas, the industrial hosts 
always must anticipate rain. Rain has put 
the damper on many a summer open 
house and caused vast surpluses of hot 


dogs and paper hats. So summer weather 
isn’t considered necessarily ideal. 

Summer, it was discovered, offers too 
many more interesting recreational op- 
portunities to possible visitors. In the 
summer they want to be in their own 
yards, playing golf, fishing or motoring 
somewhere. An open house tour in the 
summer’s heat hasn’t too much appeal for 
many. 

Some concerns which have spread their 
open house seasons into the spring and 
autumn point out that summer open 
houses collide with vacation periods. 
Even though a concern may have a plant- 
wide vacation shutdown whereby it is 
possible to schedule an open house at 
some other time, many in the community 
may be away from town and unable to 
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attend. 

Too many open houses, some contribu- 
tors to the research noted, are held with- 
out any specific tie to a news event, such 
as the opening of a new plant addition, 
the unveiling of new machines, etc. Hence 
the company representative publicizing 
the event hasn’t much news material with 
which to work. A company birthday may 
have meaning for a company, but it has 
less for the company’s neighbors. 

The trend seems to be toward open sea- 
son for open houses. It has always been 
the case in the West and South, of course, 
but in the hardier climes the viewpoint is 
gaining acceptance. In short, if you’re 
planning a plant open house, you have 
four seasons to choose from instead of 
one. 


‘DRAWTHINKS.,, &.... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


Casual wonder: This person has 
most of his other purchases under 
control, is about to pop for more in- 
surance. The informed copywriter 
knows this type might go for a Buick 
instead, thus can appeal with proper 
copy. 


Serious thought: This one is guilty 
already about not enough coverage, 
is an easy mark for somebody. Get 
him to send in the coupon to your 
client by developing theme of guilt 
identification. 


Self-examination: Mervin, here, is 
even guiltier (note anxious eye- 
brows), ask yourself how he feels 
about insurance. He’s practically sold 
already; some of his friends even 
have insurance on their insurance. A 
pushover with the right advertising. 


Surprised Fat-Head: The new mar- 
ket, sometimes tough. It has never 
occurred to him that his house might 
go up in smoke, or that cigarets might 
give him you-know-what. His idea 
of proper coverage is a Bikini suit. 
Drawthink some Fat-heads your- 
self. What are they saying? 
What are they thinking? 


] 
i 
1 
| SRPOTER 


Better Ads with the Power of the EYE 


When your little Fat-heads can look in all directions, their expressions 
can mean so much more to you and to the art director who interprets them. 
By experiment, you’re allowing Fat-head to talk to you and give you ideas, 
tell you how he feels about the product or service you’re selling. 

Today, ol’ circle-puss is considering the purchase of insurance. But it could 
just as easily be an electric stove, an automatic dryer or diesel power for 
his truck fleet. Here’s what these four Fat-heads told me: 
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Get Wise. Ad Guys! 

New York, July 31—This 
is mostly for Madison Ave.- 
wise guys. The people, that 
is, whose sentences all begin, 
“profitwise,” or “campaign- 
wise” or “clientwise,” or 
whateverwise. 

An anti-wise guy from the 
Milwaukee Journal, writing 
in the August Harper’s, 
blames the whole thing on 
“the communications experts 
—their own term—who in- 
fest Madison Ave.” “But,” 
adds Reporter Robert W. 
Wells, “the name of the hero 
who turned, ran a pudgy 
hand through his crew cut, 
and softly uttered for the 
first time the word ‘media- 
wise’ is apparently lost, pos- 
teritywise.” 

Mr. Wells, who, suitwise, 
is no gray flannel devotee, 
raises “a feeble bleat of pro- 
test” against “the jargon of 
the advertising belt” and 


declares he is “surfeited with 
hybrid newcomers.” 

“I vowed,” he writes,“that || 
the next fellow who calls me 
up and begins, ‘Lunchwise, 
how are you fixed?’ is going 
to get a receiver slammed in 
his ear.” 


Miller Steps Up Campaign 
Howard Miller Clock Co., Zee-| 
land, Mich., manufacturer of | 
clocks, lighting fixtures and dec-| 
orative accessories, has scheduled | 
large-space insertions in the Sep-_| 
tember and December House Beau- | 
tiful, September and November | 
Living for Young Homemakers and | 
October Sunset. These ads will | 
supplement the current campaign 
in the New Yorker, which will con- | 
tinue through October, November 
and December. For the trade, 
monthly half-pages have been) 
scheduled in Interiors, Lamp Jour- | 
nal and Lighting. Dealer aids and | 
a direct mail promotion also are 
planned. Alfred Auerbach Associ- 
ates, New York, is the agency. 


Goodrich Promotes Morledge | 
Chester T. Morledge has been | 
appointed general manager of spe- 
cial brand sales of B. F. Goodrich 
Tire Co., a division of B. F. Good- 
rich Co. He joined the company in 
1936 and since July 1953 was gen- 
eral manager of merchandising. 


SUperior 7-82868 
410 W. Hubbard &St., Chicago 10, Ii. 


Starts Imported Tea Drive 

Orbis Commodity Service Corp., 
New York, is launching a mail or- 
der campaign in magazines and 
newspapers this fall built around 
the “import-it-yourself” theme. 
The company will offer Ceylon 
teas in wooden tea-chests, mailed 
directly to the U. S. Ralph D. Gard- 
ner Advertising, New York, is the 
agency. 


Socony Fair Trades in R.l. 

Socony Mobil Oil Co. has moved 
to end gasoline price wars in 
Rhode Island by placing its reg- 
ular and premium grade gasolines 
on fair trade. The move follows, 
by a few weeks, a similar decision 
to fair trade its products in New 
Jersey. 


Power House to Hicks & Greist 

Walter H. Johnson Candy Co., 
Chicago, manufacturer of Power 
House candy bars, has moved its 
advertising account from Frank- 
lin Bruck Advertising Corp., New 
York, to Hicks & Greist, New 


CHANGES—John Labatt Ltd., Lon- 
don, Ont., has improved its Crystal 
brand, given it a new package 
(shown here) and is introducing it 
in the U.S. Catchline of the brew- 
er’s new campaign is “Look into 
Crystal.” J. Walter Thompson Co., 
Toronto, is the agency. 


York. Initial campaign being pre- 
pared will use tv spots starting in 
Los Angeles and Indianapolis. 


Modesto Agencies Merge 

Clayton & Richardson Advertis- 
ing and American Advertising As- 
sociates, both of Modesto, Cal., 
have merged into a new agency, 
| Collins, Clayton & Richardson Ad- 
| vertising, with larger quarters in 
the Beaty Bidg. 


AND ILLUSTRATIONS @ 
« \R] FOR FAST AAYOUTS 
There's nothing like the monthly Clippe for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 


MULTI-AD SERVICES, INC. 


Box 806m Peovic. lliinois 


if you advertise in 
THE 3-STAR NEWSPAPERS 


Your message will be read by just about all 
of the 7,000 Park Forest families. In fact, THE 
STAR is the ONLY effective medium covering 
and selling the 30,000 families in this growing 
3-STAR Market . . . 89% coverage. 


® Food sales $29,000,000 


CHICAGO HEIGHTS 
STAR 


YOU can sell PARK. FOREST 


3-STAR Market 1955 retail sales, $96,500,000 


® Auto sales $13,400,000 


SSoullioen- wy covereo WAus 


Ivy covers the walls of some 30 colleges and universities in the Prosperous 
Piedmont Section of North Carolina and Virginia . . . home of WEMY-TV. Major 
institutions of higher learning such as the University of North Carolina, Duke 
University, Wake Forest College, and Woman’s College of the University of North 
Carolina, make the Piedmont one of the educational centers of the world. 


Education, industry and agriculture team up to make this 50-county area 


#) 


WFMY-TV. . 
"First with live TV in the Carolinas” 


H-R-P man today. ’ 


Fort Bragg 


. Pied Piper of the Piedmont 


GREENSBORO, N. C. 
R 


‘epresented by 
Harrington, Righter & Parsons, Inc. 


one of the top TV markets in the nation . . . $2.5 billion worth. And WFMY-TV — 
with full 100,000 watts power on Channel 2 — has been the dominant selling 
medium here since 1949. With unduplicated CBS coverage, WFMY-TV gives you 
sales power unequalled by any station or group of stations in the area. 


To “‘educate’”’ your sales and profits in the Prosperous Piedmont, call your 


New York — Chicago — San Francisco — Atlanta 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


When the women invaded bars, 


bowling alleys and barber shops, we 
didn’t say a word. We were unmoved 
when daughters appropriated fa- 
ther’s shirts and wore ’em with the 
tails outside. Blue jeans leave us 


listless, but our eyebrows go up. 


at bullfighter’s britches. Sometimes 
man's unmannerly mannerisms 
should stay his gwn property. 


We like to died laughing the other 
morning when we saw a sweetie 
standing on the curb in front of a 
coffee shop, with a big, splintery 
toothpick drooping from her mush. 
Ain’t we got no prerogatives left? 


xx*k 


The pretzel, for over 300 years a 
symbolic shop-sign of European 
bakers, is supposed to have origi- 
nated as a children’s reward for 
properly-learned devotionals. The 
traditional pretzel shape represents 
a child at prayer, with arms crossed 
over chest. The pretzel was first seen 
here in Pennsylvania Dutch towns 
early in the nineteenth century. 
Now we eat over a hundred million 
pounds of the delectable, salty twists 
every year. Surprisingly, there are 
areas on the sales-map where pret- 
zels have slim acceptance, and a 
pretzel-founder decided to test cer- 
tain spots for a possible promotional 
blitz. Burgoyne ran panel tests in 
Phoenix, Louisville and Springfield, 
found not enough reaction to make 
further promotion profitable. Accu- 
rate data at small cost, that’s us. 


x~*k 


Good old standard absorbent cot- 
ton is a staple product; but one 
supplier of this handy gun-wadding 
came up with a greatly improved 
synthetic product. It was better than 
natural or Ol’-Man-River cotton be- 
cause it was softer, smoother, whiter, 
more uniform in length of fiber, it 
absorbed fluids faster—and most im- 
portant, it was just as absorbent after 
three or six months as when first 
made, a big point with dealers and 
consumers alike. The maker of this 
altogether superior product con- 
tracted with Burgoyne for a trial 
run in Dayton, Cedar Rapids and 
Wichita. Results were good enough 
for the long pull, and distribution is 
now on a national basis. How about 
your cotton-pickin’ business? You 
could use a Burgoyne survey right 
handy. Write to ol’ Jawn for the 
pitch. 
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Madison Avenue 
‘Stirred by Plight 


of Helen Dryden 


den, once the nation’s highest paid 
woman artist, was back in the 
news last week because her relief 
check was being cut from $39.20 to 
| $30. 
As the story spread along Madi- 
son Ave., agency and publishing 
people were investigating what 
could be done to ease the plight of 
the 73-year-old woman who in the 
|°20s and °30s was famed for her 
highly decorative work. 

Although there was talk of 
|anonymous contributions, no one 
| wanted to interfere with the wel- 
|fare department and perhaps stir 
up a new dispute. The Society of 
Illustrators was going to “see what 
could be done”—perhaps even an 
exhibition of her work, if enough 
of it is still extant. 


s Although few people are still 
around who used to work with 
Miss Dryden, her work is still well 
remembered and described as 
“easily identified, with great style 


of the period.” 


terview she told New York report- 
ers she had designed 12 in one 
year, had painted other work for 

Bazaar and Town & 


free lance work for J. Walter 
Thompson. She also recalled de- 
signing the cover for Michael Ar- 
len’s book, “The Green Hat.” 


a “A very deep shock in a per- 
sonal matter” ended Miss Dryden’s 
ability to work and cut short her 
career. For a while she lived on in- 
come from her savings, but as the 
years went by, began selling her 
principal, until all was gone. 

In the furor that resulted from 
the story breaking last week in the 
New York papers, the welfare de- 
partment reviewed Miss Dryden’s 
case and belatedly discovered that 
the relief investigator had “blund- 
ered.” 

Instead of decreasing the allot- 
ments to $30 bi-weekly, he should 
have increased them to $44.72 be- 
cause Miss Dryden did not have 
cooking facilities in her 8x16’ 
sparsely furnished room on E. 17th 


weekly rent limit established by 
the welfare department—and had 
refused to look at another room 
uptown because she was too infirm 
to make the trip. 


Three Join Motorola 
Donald P. Rohrback, formerly 
market planning manager of the 


inghouse, has been named assistant 
manager of the marketing research 
department of Motorola, Chicago, 
in an expansion move. Other new 


Edward A. Fox, 


Reed, who will be in charge of 
consumer market surveys, and Ed- 
ward G. Reitz, previously manager 


Mfg. Co., who takes over respon- 


tion figures and inventory control. 


WISN, WISN-TV Plan Building 

WISN and WISN-TV, Milwau- 
kee, are building a communications 
center at 19th and Wells Sts. The 
|new building, which is expected to 
ibe ready for occupancy in Feb- 
jruary, 1957, will house studios, of- 
|fices and technical equipment of 
the tv station and offices of the ra- 
dio station. 


New York, July 31—Helen Dry- 


St. The controversy started be- 
cause she was paying $10.50 a week | 
for her room—50¢ more than the) 


radio-television division of West- 


members of the department are 
formerly with 
Marsteller, Rickard, Gebhardt &) 


of market research of Raytheon. 


sibility for sales statistics, produc- | 


DOUBLE DUTY—Beatrice Foods Co. is getting extra mileage out of its 
Meadow Gold milk cartons by using them to promote other prod- 
ucts it makes. At the right, a panel presents a new chocolate milk 


shake mix called Make-A-Shake; 


this will be used during July and 


August. In succeeding months the panel will promote the idea of a 
Clark candy bar and a glass of milk as the “energy twins.” 


Seek to Stop Stamp-Giving 
(on Fair-Traded Goods ' 
| Five pharmacists in Philadelphia 


|trading stamps with fair-traded 


| the state’s fair trade act. 


Kerker, Peterson Makes 
Staff Changes; Adds One 


| In a reorganization at Kerker, 


and a lot of distinction.” Another @re trying to have Penn Fruit Co. | Peterson, Hixon, Hayes, Minneap-| 
person called it “very feminine and enjoined from issuing stamps on olis, Robert W. Hayes was named | 
| fair-traded goods. An appeal has head of the new business depart- | 

About 35 years ago, Miss Dryden , been filed in the state supreme | ment in consumer accounts; Carl 
was celebrated for the dainty, airy | court to void a decree issued by a/| K. Hixon, creative director; Rob- 
covers she did for Vogue. In an in- | common pleas court that issuing|ert E. Marlow, director of media 


| and research, and William S. Dish- 


| merchandise was not a violation of | ler, head of the copy department. 


The agency also announced that 


Advertising Age, August 6, 195) 


Form Seating Institute 

A new institute is offering a na 
‘tional and international service to 
every person “who makes or uses 
'a device for holding the human 
form in a sitting position.” It is 
| dedicated to the “development and 
|paeernacedc gos of scientific seating 
equipment that will provide the 
least amount of fatigue to the in- 
' dividual.” The Correct Seating In- 
stitute, made up primarily of seat- 
ing manufacturers, has offices at 
412 Laurel St., Reading, Pa. 


\Form Schweitzer & Torrey 

| Henry C. Schweitzer, formerly 
|manager of commercial research, 
jand Philip C. Torrey, formerly 
;market analyst, both of the Henry 
|Disston division of H. K. Porter 
'Co., Philadelphia, have formed a 
marketing consultant company. 
Schweitzer & Torrey will have of- 
fices at 1015 Chestnut St., Phila- 
delphia. 


\‘ME’ Will Raise Rates 

| Mechanical Engineering, New 
| York, has issued rate card No. 25, 
which becomes effective Jan. 1, 
| 1957. Rate for a b&w page, one 
iime, goes up to $680 from $625. 


y 


7 CHIE 
ee ae 


ays 


F OSHKOSH 


>| \ 


' 


| Ina similar case against Amer- it has been appointed to handle 


trade act included no provision 
‘against giving stamps. 


L. A. Publicity Club Elects 


|Kagran Changes Name to 
California National Productions 


| Kagran Corp., the NBC subsidi- 
|ary which handles tv film produc- 


Harper’s 
Country; had designed the 1936) ican Stores Co. by the pharmacists advertising and public relations for 
Studebaker President Eight; had the common pleas court dismissed Fidelity State Bank, Minneapolis. 


been paid $25,000 for eight months’ | the case, ruling that the state fair | 


| Charles D. Spangler, public rela- tion and distribution and mer-| 


of the Publicity Club of Los An- 
geles. Other new officers are W.G. 
Goldsmith, California Bank, Ist vp; 


ance & Trust Co., treasurer, and 
Dorothy Furman, Walter McCreery 
Inc., secretary. 


Testement Adds Grove Duties 
Grove Laboratories Inc., St. 


coordinator. Mr. Testement was 
named ad manager last year. 


tions director of Norris-Thermador | chandising licensing activities for 
Corp., has been elected president shows and stars, has changed its 


‘name to California National Pro-| 
|ductions. Alan Livingstone, presi- | 


dent of the company, will make his 


Joseph J. LaBarbera, Title Insur-| headquarters in Hollywood. East. 


| Coast activities will be directed by 
|Robert D. Levitt, who recently 
| was appointed general manager. 


| Masters Opening 3 Stores 


| Masters Inc., one of the coun-, 
Louis, has assigned to Reg Teste- try’s largest discount operators, | 
ment, advertising manager, the ad- will open three new stores within) 
ditional duties of public relations the next 90 days. They will be) 


located in Paramus, N. J., Elms- 
|ford, N. Y., and Washington. 


ONE COLOR 
25% EXTRA 


TWO COLORS 
40% EXTRA 
MINIMUM — 

ONE THOUSAND LINES 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 


| ~——--——~ 
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_ MARKETING over the years.” 


“| have relied heavily on INDUSTRIAL 


“Many times when facing a problem, I have referred 
__ to INDUSTRIAL MARKETING for the solution. It is 
_ the most helpful magazine I have encountered in the 


| 


advertising field.” 


| 


If you must make decisions 


advertising to business and industry . . . if you 
want to keep posted on the latest techniques, 
methods and developments of marketing... try 


My Name__ 


says MRS. JANET KLAYER DAVIDSON 


Advertising Manager 
Electric Regulator Corp. 


on selling and INDUSTRIAL 


MARKETING and see for your- 


self how helpful it can be. A year’s trial in- 
cludes a monthly copy plus the 556-page Annual 
Market Data & Directory Number, June 25th. 


All for only $3. 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 
To: INDUSTRIAL MARKETING, 200 E. Illinois St., Chicago 11, Ilinois 


Titie__ 


Company__ 


Nature of 
Business. 


Street__ 


 — 


z 


State. 


0 $3 enclosed 


IM IS A 


D Bill firm 


SISTER PUBLICATION OF 


DC Bill me 


ADVERTISING AGE AND 


No extra postage Canada or Pan America; Add $2 a year foreign. 


ADVERTISING REQUIREMENTS 
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‘a third would stop or reduce it 


Advertising Age, August 6, 1956 


Co-op Ad Programs Grow in Number, 
Size, Productivity, ANA Study Shows 


| around a third (33% in 1950, 38% 


(Continued from Page 1) 
to before 1930, but 27% of the re- 


spondents started theirs in the ’30s.| ents said the same proportion of 


In general, advertisers with co- 
op budgets are loyal to the prac- 
tice. For instance, 75% of the 
companies that have programs 
have had them continuously since 
their inception. During the war, 
there was a drop—of the 29 dis- 
continued cooperative programs, 
ten were cancelled in 1942. 
® Basically, 


product shortages 


were to blame, although seven # More than one-third of the 
companies thought they weren’t companies reported 70% to 100% | 


getting full value, and _ five 
dropped because their competitors 


had suspended their co-op adver- | 


tising. 

Of the 29 companies, 12 later 
reinstated their co-op programs. 
All petroleum, appliance and 
radio-tv companies reinstated 
theirs. Five of the 12 had plans 


| 


| in 1954), and 29% of the respond- 


| dealers used co-op in both years. 
And the dealers who use co-op 
are the big producers. Although 
69% of the respondents say fewer 
than half their dealers use co- 
operative advertising, still 53% of 
the respondents say that more than 
‘half their 1954 sales volume was 
|accounted for by dealers using 
| CO-op. 


| 
} 
| 
| 


/of their sales were to dealers 
participating in co-op programs. 
In other words, although only 
| 18% of the advertising budget 
goes to co-op, and although only a 
‘third of dealers participate, still 
the bulk of the companies’ sales 


| were made through these dealers. 


The survey seems to belie the 


back in operation in 1945. No com-!| impression that most co-op funds 


pany now using cooperative ad- 


' never get spent. On the basis of the 


Useful Functions of Co-op 
(In Order of Importance) 

. Stimulates dealers to start 
advertising. 

. Causes other dealers to do 
more advertising. 


-_ 


3. Stimulates dealers’ interest 
and good will. 

4. Tells custemers where _ to 
buy. 

5. Supports national advertis- 
ing. 


6. Helps meet competition. 
7. Helps get local rates in me- 
dia. 


What Percentage of Co-op 
Funds Is Actually Spent? 


Percentage Percent- 
of Those age of Funds 
Reporting Spent 

75 90 

50 100 

18 101-150 


Highlights of ANA’s Co-op Study 


Why 29 Discontinued Co-op 


Reason No. of 


Product shortages 
Didn’t get full value 
Competitors not using 
Changed merchandising plans 3 


Set up new co-op plan ...... 2 
Robinson-Patman Act ...... 1 
Se i eg 1 

However, the report points 


out that 12 of these 29 reinstat- 
ed their co-op program, five 
of them by 1945. Ali petroleum, 
appliance and radio-tv compa- 
nies in this group reinstated. 
Of the 16 who dropped co-op 
and haven’t reinstated, 12 re- 
port that they do not plan to 
start a new program soon. 


Median Expenditure for 
Co-op Advertising 
(In Terms of Total Ad Budget) 


Year No. of Per 

Companies Cent 
1950 79 15% 
1954 105 18% 


vertising plans to discontinue its| ANA findings, in 1954 about 50% 


use. 

Of the 16 companies which} 
dropped their co-op plans and_| 
haven’t reinstated them, 12 say) 
they won't start a new program | 
soon. 

About two-thirds of the com- 
panies say they would continue to 
spend the same amount if their 
competitors dropped co-op; about 


under those circumstances. This 
feeling is strongest among grocery 
and food manufacturers, appliance 
makers and household furniture 
and men’s clothing makers. 


® Among co-op users, 36% gave 
as its most useful function that it | 
stimulates dealers to start adver- | 
tising. Another third thinks it in-| 
creases the amount of advertising | 
by dealers already advertising. 

Approximately 29% think it 
stimulates dealer interest and good 
will. Another quarter say it (1) 
tells customers where to buy, (2) 
supports national advertising, and 
(3) helps meet competition. 

About one of' six respondents 
said candidly it helps them to get 
local rates in media. 

The study indicates that about 
one-third of a given company’s 
dealers participate in a cooperative 
program. Although the total range 
of participation was from 1% to 


100% of dealers, the average hung 


of the companies reported all their 


co-op funds were spent; 18% 
spent more than their original ap- 
propriation—ranging from 101% 
to 150%; and 75% of the compa- 
nies spent 90% or more of their 
co-op allotments. 

Of respondents who used co-op 
advertising in 1950, about half 
said the same proportion of the 
appropriation was spent in 1954; 
of the 26 companies reporting an 


increase in use, the average in-| | 


increase was 24%. 


| 
} 
| 
| 


Cott Chapman orrete. 2 mre ball meme) mith ontegrenm 


QUOTING ViP’‘S—Western Union Telegraph Co. has launched a new 
$1,000,000 ad campaign in national magazines using spreads to tell 
| how prominent business leaders use telegrams in their own business 
(AA, July 30). Publications scheduled include Business Week, Dun’s 
Review, Fortune, Life, Newsweek, The New Yorker, The Saturday 
Evening Post, Time and U.S. News & World Report. Benton & Bowles 
is the agency. This ad is the first in the series. 


in a letter to J. F. Miller, manag- 
ing director of the National Elec- 
trical Manufacturers Assn., New 
York. Copies of the letter went 
to seven other associations and 
publications. 

Double billing is the procedure 
under which a retailer gets two 
invoices from newspapers or other 
local media for the cooperative ad- 
vertising he does—one for pay- 
ment to the medium, the other 
(showing a higher rate) for for- 
warding to the distributor or man- 
ufacturer for reimbursement out of 
co-op ad funds. 


# Mr. Babb insisted in his letter 
that appliance distributors all talk 
about how much they abhor dou- 
ble billing, but that in actual prac- 
tice they encourage retailers to get 
two sets of bills. Newspapers are 
urged to prevent such practices, he 
said, but asserted that if there is 
more than one paper in a market, 
refusal to double bill may mean a 
substantial loss of business to the 
paper which follows the honest 
practice of providing only one bill. 

“It seems to me,” he wrote the 
manufacturers’ association, “that 
this is a relatively easy problem 
for the manufacturer to correct. 
All he needs to protect himself 
(and honest newspapers) is a re- 
tail rate card from each paper in 
which his dealers advertise and a 
monthly bill from those papers. In 
the case of newspapers which 
charge their national rate for ap- 
pliance advertising, a national rate 
card would do the trick.” 

(Editor’s note: The Assn. of Na- 
tional Advertisers, in cooperation 
with the Newspaper Advertising 
Executives Assn., has developed a 
file of retail rate cards covering 
somewhere near 1,000 newspapers, 
partly to meet the problem Mr. 
Babb outlines.) 


Most companies spent all co-| 


operative funds through dealers, 
with only 3% letting co-op be 
handled by distributors, whole- 
salers and jobbers. 


® The study is available only to 
ANA members, and it was con- 
ducted under the auspices of the 
cooperative advertising committee, 
of which Elmer Ward Jr., Palm 
Beach Co., is chairman. 


ASKS MANUFACTURERS TO 
END DOUBLE BILLING 

BURLINGAME, CAL., July 31-——-Ap- 
pliance manufacturers can and 
should stamp out the evil of dou- 
ble billing in cooperative advertis- 
ing instead of expecting newspa- 
pers to do it. 

That is the position of William 
C. Babb, advertising manager of 
the Burlingame Advance, as stated 


RAYMOND A. JOHNSON has been ad- 
vanced to sales promotion manag- 
er of the Norge division, Borg- 
Warner Corp., Chicago. Mr. 
Johnson, a Norge merchandising 
executive for the past year, was 
ad and sales promotion manager of 
the Deepfreeze appliance division, 
Motor Products Corp., before join- 
ing Norge. 


Robbe Resigns as 
Lorillard A.M. 
After Exec Shifts 


(Continued from Page 1) 
company he felt there was no room 
for him. He declined to go into de- 
tails, but said he would announce 
his future plans within a few 
weeks. 


= Mr. Yellen told AA that George 
Whitmore, brand advertising man- 
ager for Kent cigarets, will replace 
Mr. Robbe. 

Brand managers’ positions will 
be abandoned under the new or- 
ganization setup now being worked 
out, Mr. Yellen said. The company’s 
advertising agencies (Lennen & 
Newell for Old Gold—regular, king 
size and filter tip; Between the 
Acts little cigars, Briggs and Union 
Leader smoking tobaccos, and 
Beech-Nut chewing tobacco; and 
Young & Rubicam for Kent cigar- 
ets and export advertising on all 
brands) will take over the respon- 
sibilities formerly handled by 
brand advertising managers. 

Since details of this arrange- 
ment are being worked out, he 
said, it would be premature to dis- 
cuss them at this time. 


s A new director is being added 
to the Lorillard board to fill a va- 
cancy that has existed for some 
time. He is Harold X. Schreder, 
exec vp of Group Securities Inc. 
and vp of Distributors Group Inc., 
reportedly two of the largest mu- 
tual funds now operating. 

Since 1953 Lorillard’s sales and 
earnings have dropped steadily. 
In ’53 the company’s sales were 
$253,900,000. They dropped to 
$231,100,000 in ’54, and to $228,- 
300,000 in ’55. First half sales this 
year totaled $98,800,000 compared 
with first half sales in ’55 of $117,- 
600,000. Earnings per share on the 
company’s 2,852,855 shares of com- 


‘}mon stock in ’53 were $2.28 per 


share. The company paid dividends 
of 90¢ a share. In '54, earnings 
dropped to $1.98 but dividends 


4 were increased to $2.30 a share. In 


55, earnings fell off to $1.73 and 


|| dividends receded to $1.35 a share. 


First half earnings this year were 


+ | 69¢ compared ‘with 80¢ in the like 
* | period of 55. Dividends paid were 


60¢ in both first halves. 


® In its semi-annual analysis of 
tobacco stocks in June, Arnold 
Bernhard & Co., investment ad- 
visor, noted that its estimates on 
Lorillard have been marked down. 

“Originally we had thought,” 
the report says, “that Lorillard’s 
sales would at least hold at the 
1955 level; the prospect, as we saw 
it, was for a 3% increase in total 


cigaret consumption this year. Cig- 
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aret consumption has increased 
modestly, as expected, but Loril- 
lard’s competitive position has ap- . 
parently weakened further. 

“Even though first quarter °55 
sales were admittedly swollen by 
purchases to fill pipelines when 
the new Old Gold filter variety was 
first introduced in late ‘54, and 
even though cigar lines were dis- 
continued during the 1956 period, 
the $10,000,000 (18%) ‘drop in 
March quarter volume this year is 
disturbing.” 

(Ed. Note: Lorillard sold its 
cigar brands to Consolidated Cigar 
Corp. early this year [AA, Jan. 
23]. Three months later Consoli- 
dated requested Lennen & Newell 
to continue as advertising agency 
for the cigar brands, but suspend- 
ed advertising pending an exhaus- 
tive market testing survey [AA, 
April 2]. This has not been com- 
pleted, AA was told.) 


# “As Lorillard’s share of the 
market has waned from its 1953 
zenith,” the Bernhard report says, 
“profit margins have slipped lower 
—a reflection of stepped-up pro- 
motional expenses in an attempt 
to turn the tide. A price rise would 
relieve some of the pressure, but 
Liggett & Myers’ recent trial bal- 
loon evoked no reaction from 
American and Reynolds and the 
L&M price advance was quickly 
rescinded.” 

Over the longer term, however, 
the Bernhard analysis says that 
“enterprising merchandising and 
concentration of promotion on the 
big Old Gold brand in its three va- 
rieties are expected to enable Lo- 
rillard to improve slightly upon its 
current market share and to 
achieve a somewhat wider profit 
margin.” 

In its recent analysis of the cost 

of cigaret advertising, AA pointed 
out (AA, July 9) that Lorillard 
“spent $10,014,134 in ’55 and sold 
23 billion cigarets, at a per carton 
cost of 8.7¢. This is less on all three 
counts than the 1954 record; in 
that year Lorillard spent $13,893,- 
443 on advertising and sold 23.5 
billion cigarets and had an average 
ad cost of 11.8¢ per carton.” For 
the whole industry, cigaret sales 
in °55 rose 3% and ad costs in- 
creased 1%. 
The new management at Loril- 
lard reportedly gives more control 
to sales experts and less to finan- 
cial and advertising men. How this 
will affect marketing and adver- 
tising policies is expected to be- 
come clear within the next couple 
of months. 


Marketing & Advertising Adds 
Suchard; Names Gobler 

Marketing & Advertising Associ- 
ates, Philadelphia, has been ap- 
pointed to handle advertising and 
marketing for Wilbur-Suchard 
Chocolate Co., Lititz, Pa. Foltz- 
Wessinger, Lancaster, formerly 
handled the account. The agency 
also has been appointed to handle 
advertising for Perfect Foods Co., 
Lansdale, baker of Tritzels pret- 
zels, and Delaware Punch Syrup 
Co., Washington. 

Jack Gobler, formerly director 
of merchandising of S. E. Zubrow 
& Co., Philadeiphia, has been 
named director of merchandising 
and an account executive of Mar- 
keting & Advertising Associates. 


Sauers Joins Vic Maitland 
Donald J. Sauers has been 
named director of consumer copy 
of Vic Maitland & Associates, Pitts- 
burgh. Mr. Sauers was formerly 
a copywriter and account execu- 
tive with Geyer Advertising, New 
York. : 


Sterling Buys TV Show 

Sterling Drug, New York, is 
sponsoring the Wednesday and 
Friday telecasts of “Modern “Ro- 
mances” over NBC-TV. Four prod- 
ucts share the time, which was 
bought through Dancer-Fitzgerald- 
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Retailers Blast 
Baltimore Beer 
Price Increases 


(Continued from Page 2) 

not go up, at least for the time be- 
ing. Francis D. McNamara, presi- 
dent of the brewery, said the eco- 
nomic setback caused by the 
recent national steel strike makes 
such a price increase at present 
unrealistic. At the same time he 
warned that he didn’t know how 
long Globe could hold the lower 
price line because of the increased 
costs which the brewery is facing. 

Many Baltimore dispensers of 
beer have predicted that a local 
price war will soon be reflected, 
for the first time, in beer adver- 
tising and promotions via al! local 
media. 


= At present, out-of-state brands 
account for 20% to 30% of the beer 
sold in local taverns and package 
goods stores, Mr. Polski said. He 
predicted that with the narrowing 
price differential between the lo- 
cal and out-of-town beer, the na- 
tional brands may further increase 
local sales as much as 20%. 

One out-of-town brewer already 
has agreed to supply beer at whole- 
sale prices competitive with what 
the three local brewers will charge, 
according to Mr. Polski. |The local 
tavern owners, through their asso- 
ciation, have asked out-of-town 
brewers to take advantage of the 
Baltimore price situation, 

Bond Distributing Co. which 
handles local sales for Carling 
Brewing Co. Ltd., has identified it 
as the national brand which will 
stay in the price bracket in which 
the three local beers were former- 
ly sold. It thus will undersell them. 

The association also has accused 
the local brewery interests of at- 
tempting to set up a state monopo- 
ly. They referred to the passage 
by the Maryland legislature of a 
bill pushed by the brewers aimed 
at keeping Carling from building 
a multimillion dollar plant in the 
state. The measure, banning oper- 
ation of foreign-owned breweries 
in Maryland, was vetoed by Gov. 
McKeldin. 


® Also driving a wedge between 
the relations of Baltimore brewers 
and tavern and package goods 
dealers is the sale of beer to super- 
markets and chain groceries. These 
outlets put cut-rate price tags on 
the beer and use beer as a loss 
leader. Mr. Polski contends that 
this practice is opposed by the as- 
sociation, since it further cuts into 
members’ profits. 

Many of the local tavern owners, 
who now sell local beer at 25¢ per 
bottle, say they must boost the 
three brands by at least 5¢, bring- 


WALTER S. MEYERS has been named 
vp and assistant general manager 
of National Advertising Co., Chi- 
cago, a subsidiary of Minnesota 
Mining & Mfg. Co. Formerly as- 
sistant to L. F. Weyand, exec vp 
and director of sales of Minnesota 


Mining, Mr. Meyers will move 
from St. Paul to Chicago. 


ing the local beer into exactly the 
same price bracket in which they 
now sell the popular national 
brand. 

The Maryland State Licensed 
Beverage Assn., with a statewide 
membership of some 1,400 taverns 
and restaurants, also has joined 
the protest against the 20¢ per case 
increase. 

Such terms as “selfish kind of 
thinking” and “inimical to their 
interests” were used by John A. 
Menton, exec vp of the state asso- 
ciation, in describing this latest 
price jump, which he says his 
membership can’t absorb. 


s Explaining that about 18,000,000 
cases of these Baltimore beers are 
sold in the state each year, Mr. 
Menton estimated that the total 
increased annual cost to retailers 
will come to some $3,500,000. He 
also predicted that retailers must 
increase the present price of beer 
either 2¢ or 5¢ per bottle. 


Five More Consumer 
Books, ‘Progressive 


Farmer’ Raise Rates 


(Continued from Page 3) 

its b&w page rate 8%, from $15,- 
500 to $16,740, and four-color up 
9%, from $21,500 to $23,435, also 
with the February issue. Publish- 
er’s estimate for the first six 
months of 1956 put average cir- 
culation at 5,170,000. 

Beginning with the March, 1957, 
issue, Parents’, whose circulation 
guarantee jumps 25,000 to 1,700,- 
000, will boost its b&w page rate 
from $6,940 to $7,350 and four- 
color from $9,200 to $9,750. 

Sports Afield will raise its b&w 
page rate from $3,000 to $3,250 and 
four-color from $4,400 to $4,765, 
effective with the February issue. 
The newsstand price has been ad- 
vanced from 25¢ to 35¢, beginning 
with the August, 1956, issue. The 
circulation guarantee of 800,000 
remains the same. Delivered cir- 
culation in the first six months of 
1956 has averaged about 900,000. 

Progressive Farmer, which also) 


is introducing quantity discounts | angrily clutching the armed rob- 


for the first time in its rate struc-| 
ture, will increase its bkw page 
from $5,200 to $5,600 and four- 
color pages from $6,500 to $7,000, 
or 7.7%. Circulation guarantee will 
be advanced to 1,325,000. Quan- 
tity discounts start at 2% on six 
b&w pages and increase to 6% for 
24 pages or more. 


Spot Radio Sales 
Hit $65,647,000 in 
First Half of ‘56 


New York, Aug. 1—Spot radio 
grossed an estimated $11,389,000 
in June, according to the monthly 
statistics compiled by Price-Wa- 
terhouse Co. for the Station Repre- 
sentatives Assn. This was slightly 
below the May figure, but 30% 
ahead of June, 1955. 

Neither June was typical, how- 
ever, with this year running above 
and last year below normal, Law- 
rence Webb, managing director of 
the association, pointed out. 


Spot radio time sales for the first 


| six months of 1956 hit an estimated 
| $65,647,000, compared with $54,- 


824,000 for the first six months of 
last year. If the current trend con- 
tinues, 1956 may set a new high for 
the medium, Mr. Webb predicts. 

The Price-Waterhouse statistics 
are based on reports provided by 
the 15 members of the SRA. Using 
1954—the last year for which FCC 
data is available—as a base, the 
spot radio index for June was 
125.4. 


Strauss to Ogilvy, Benson 
Charles B. Strauss, formerly 
with Sacony Fashions, has joined 
Ogilvy, Benson & Mather, New 
York, as an account executive. 


the As sdusver thet really carderstiencte 
wormed. grrcniniigs prcbbenin 


Ai Safer, Gronttet, Fuster Shaving 
. 


UNDERSTANDING SHAVER—With color spreads like these, Schick Inc. 

announces itself as the first to introduce electric shavers in “colors- 

for-men” and the first to perfect an electric shaver that “really 

understands a woman’s grooming problems.” Consumer ads will 

run from September through Christmas in Life, Look and The Sat- 

urday Evening Post, as well as on NBC-TV. Warwick & Legler, 
New York, is the agency. 


Saleswise, Rolfs Expects to Gain by 
Making Billfold Buyers Fashion Wise 


(Continued from Page 2) 
is an attention getter, Mr. Auspitz 
explained. It is a large b&w photo- 
graph, showing a robbery victim 


ber’s lapel and saying, “You cad! 
You shot a hole in my Rolfs.” 


s A single page version of this ad, 
and another page ad showing a 
pickpocket in action and headed | 
“Pick Your Billfold with Care,” 
are scheduled for The American 


HEIST—Pickpocket shows discrim- 

ination in stealing a Rolfs billfold 

in this two-color page ad appear- 
ing in Esquire’s January issue. 


Weekly (Dec. 9), Esquire (Decem- 
ber and January) and The New 
Yorker (Dec. 1 and Dec. 15). 

The attention-getting b&w pages 
have already so impressed some 
of the bigger stores, Mr. Auspiiz 
said, that they have asked for 
blowups of them to use as part of a 
window display featuring Rolfs 
billfolds. 

Weiss & Geller has other plans in 
the works, he explained, to push 
billfolds as a year-around item in- 
stead of something that people 
only think of at Christmas. 


“We plan to make the male in- 
creasingly fashion-conscious when 
it comes to his billfold,” he said. 

Rolfs is a division of Amity 
Leather Products Co., West Bend, 
Wis., and makes key holders and 
women’s purses as well as bill- 
folds. 


Mactadden’‘s Income Up 51% 
Macfadden Publications, New 
York, has reported that for the six 


j}months of 1956, ended June 30, 


consolidated net profits amounted 
to $310,305, an increase of 51.2% 
over the $205,135 earned in the 
same period last year. This 
amounts to 76.1¢ per share of 
stock, compared with 50.3¢ per 
share for the same period last 
year. Gross revenue was $9,081,- 
283, up from the $5,475,652 in the 
first six months of 1955. 


Reynolds Signs ‘Wire Service’ 
R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., will sponsor 
“Wire Service,” new hour-long 
ABC-TV series, starting Oct. 4, 
9-10 p.m., EDT. The program will 
highlight experiences of reporters 
for press associations. Reynolds 
will advertise Camel and Salem 
cigarets on the show. William Es- 
ty Co., New York, is the agency. 


‘Detender’ Opens N. Y. Office 

Defender Publications, national 
representative of the Daily De- 
fender and the Chicago Defender, 
has opened a New York office at 
55 W. 42nd St. Arthur Ralph, 
formerly advertising manager of 
Our World, will direct the New 
York office. 


Mrs. Beckjorden Named 
Elisabeth Beckjorden has been 
appointed station network repre- 
sentative for WIMA-TV, Lima, O. 
She already provides this service 
for KELO-TV, Sioux Falls, and 
KDLO-TV, Florence, S. D., and 
KROC-TV, Rochester, Minn. 
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Schick Sets Autumn 
Drives for Colored 
Shaver, Lady Schick 


LANCASTER, Pa., July 31—Schick 
Inc. will ring up a $3,500,000 tab 
in 99 days this fall to introduce 
(1) the Schick 25, now available 
in four “colors-for-men,” and (2) 
the Lady Schick, “the first elec- 
tric shaver that really understands 
a woman’s grooming problems.” 

Starting the first week in Sep- 
tember, color spreads and pages 
will run until Christmas in Life, 
Look and The Saturday Evening 
Post. The two products will be 
advertised separately and each will 
average about two insertions per 
month in each magazine. 

The promotion also will be fea- 
tured every other Monday night 
on “Robert Montgomery Presents” 
(NBC-TV). Jinx Falkenberg will 
give the Lady Schick commercials, 
while Bill Nemo will promote the 
Schick 25. 

Spreads in Retailing Daily now 
are announcing Schick’s special 
introductory offer of one shaver 
free with every seven ordered, 
giving the retailer a “record” 
profit of 47.5%. Free color displays 
plus ad mats, radio and tv com- 
mercial scripts, tv films and win- 
dow streamers are also being made 
available. 


® The Schick 25 is featured in the 
“four most-wanted men’s colors: 
snow white, hunter red, buckskin 
beige and fairway green,” accord- 
ing to the ads, which point out 
that “these cheerful colors blend 
perfectly with everything from 
bathrobes to bath tiles. They make 
shaving with Schick even more 
enjoyable!” 

“Men want color!” the copy 
maintains. “You see this modern 
trend in their cars, their sport 
clothes, in just about everything 
they buy for themselves!” 

The ads also recommend Schick 
for a “breakfast-to-bedtime” 
shave and offer a 14-day home 
trial, plus a $7.50 allowance for 
any electric shaver, any condition. 
The Schick 25 complete with trav- 
el case is priced at $29.50. 

For the Lady Schick, the copy 
reads: “Suddenly there seems no 
other way | for a woman to shave. 
The new gentle-action Lady 
Schick is so safe, so swift, so com- 
fortable you’ll wonder how you 
ever did without it.” 


® The ad then points out that the 
Lady Schick “shaves underarms so 
gently that a deodorant may be 
applied immediately after shav- 
ing.” One side of the shaver is for 
legs, the other side for underams. 

Molded of a lustrous inland Lu- 
cite, the Lady Schick is advertised 
in “four jewel-like colors—aqua- 
marine, pearl white, rose quartz 
and jade green—with individually 
tailored carrying cases,” to retail 
at $14.95. Two special models in 
gold and silver colors will sell at 
$20 and $22.50. 

M. J. Butler, general sales man- 
ager for Schick, in introducing the 
new product, reported, “There are 
50,000,000 women of shaving age 
in the U.S., and only 2% of them 
are now shaving electrically. Yet 
today one-third of all men are 
using electric shavers. These fig- 
ures show the tremendous oppor- 
tunity for all retailers in the 
women’s electric shaver field. We 
expect sales of Lady Schick to 
exceed by far production during 
the fall season.” 

Warwick & Legler, New York, is 
the agency. 


Higgins to ‘Business Week’ 
Herbert Millard Higgins Jr., for 
the past four years on the Chicago 
sales staff of Product Engineering, 
has been appointed district man- 
ager in Chicago for Business Week. 
Both are published by McGraw- 
Hill Publishing Co., New York. 
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W. G. Henderson, 
Libel Law Expert, 
Is Dead at 77 


New York, July 31—William G. 
Henderson, 77, authority on libel 
law and former manager-treasurer 
of the old New York City News 
Assn., died July 29 at his home in 
Rockville, Center, N. Y., after a 
brief illness. He retired in 1953. 

Born in Brooklyn, N. Y., Mr. 
Henderson, although he never went 
to college, read law in several law 
offices as a law clerk and was ad- 
mitted to the bar. However, he 
never practiced. Instead he joined 
the old City News Assn. as a cash- 
ier. In 1926 he was named man- 
ager-treasurer. 


® When the association was bought 
by the Associated Press in 1942, 
Mr. Henderson joined the New 
York Times as head of the radio 
news desk. He also took over su- 
pervision of the news broadcasts 
on the paper’s radio _ station 
WQXR. 

In his half century of newspaper 
work, Mr. Henderson became an 
authority on newspaper libel. He 
was the author of “Newspapers 
and Libel,” which is still consid- 
ered an authority in the field. He 
is also credited with developing a 
system for rapid compilation of 
election returns for newspaper 
publication, which has been widely 
used 


HENRY R. ROCKWELL 


Towanpa, Pa., July 31—Henry 
R. Rockwell, 55, advertising man- 
ager of the Towanda Daily Review 
for the past 20 years, died July 25 
of leukemia at his home in nearby 
Monroeton. Mr. Rockwell, a grad- 
uate of Bucknell University, also 
had worked for the Harrisburg 
Patriot, the Elmira Advertiser and 
the Evening Times, Sayre, Pa 


R. KENT HANSON 

New York, July 31—R. Kent 
Hanson, 56, newspaper retail-ad- 
vertising representative, died yes- 
terday at his home here. He was 
believed to have suffered a heart 
attack. 

Born in Philadelphia, Mr. Han- 
son was graduated from the Uni- 
versity of Pennsylvania, and in 
1928 he joined the Pittsburgh Post- 
Gazette. He became its business 
manager and advertising director. 
In 1939 he left to become adver- 
tising director of the Philadelphia 
Evening Public Ledger. In 1942, 
Mr. Hanson came to New York 
and joined the old New York Sun. 
He became advertising director in 
1945 and five years later, when 
the Sun was merged with the 
New York World-Telegram, Mr. 
Hanson moved over to the New 
York Journal American and then 
switched to the New York Herald 
Tribune. 

In 1951, he founded his own 
newspaper retail advertising or- 
ganization, in which his son, R. 
Kent Hanson Jr., is also associated. 

Mr. Hanson Sr.’s father, Michael 
F. Hanson, was at one time pub- 
lisher of the Duluth Herald, and 
he also was administrator of the 
Wanamaker chain of newspapers. 


ROBERT Y. EATON 

Toronto, July 31—One of Can- 
ada’s leading merchants, Robert 
Young Eaton, 81, who had been 
president of T. Eaton Co. Ltd. from 
1922 until his retirement in 1942, 
died Saturday in Midland Hos- 
pital. 

He had been on holiday at his 
summer residence on Georgian 
Bay with members of his family 
when he became ill last week. 

Mr. Eaton was the third presi- 
dent of Eaton’s, and for 59 years 
had been associated with trade all 
over the world, His career with 
Eaton’s began as a shipping clerk 
in the company’s London office in 


1897. He was named president 25 
years later. ‘ 
Mr. R. Y., as he was known to 
hundreds of associates, succeeded 
his cousin, Sir John Eaton, as pres- 
ident and he headed the company 
until John David Eaton, grandson 
of the founder and Sir John’s son, 
took over the presidency in 1942. 


EDWARD G. GAVIN 


Cuicaco, July 31—Edward G. 
Gavin, 58, editor of American 
Builder, and vp of the Simmons- 
Boardman Publishing Co., died of 
a heart attack at his home here 
July 28. 

Before joining the magazine, Mr. 
Gavin served five years as director 
of the Chicago Metropolitan Home 
Builders Assn., where he originat- 
ed the idea of National Home 
Week. A native Chicagoan, he 
served in World War I, and for 20 
years thereafter he taught English 
and mathematics in the night 
school of the old Lewis Institute. 


JOHN LEWELLEN 

Cuicaco, July 31—John Lewel- 
len, 46, a free-lance writer and 
one of the originators of “Quiz 
Kids” on radio and tv, died Fri- 
day in Billings Hospital. He had 
been ill a short time of acute leu- 
kemia. 

Mr. Lewellen, a native of In- 
diana, attended Ball State College 
in Muncie, and then worked for 
eight years on the Muncie Evening 
Press. After that he worked for 
Time Inc. for a year before joining 
Louis G. Cowan Productions in 
Chicago, where he helped develop 
“Quiz Kids” and “Down You Go.” 


He left the Cowan organization 
last year to concentrate on writing. 
In all, he had 27 children’s books 
published and in 1955 received the 
Thomas Alva Edison award for the 
best book on science in the chil- 
dren’s field. 


KEITH BALDWIN 


Detroit, Aug. 1—Keith Baldwin, 
49, sales development representa- 
tive here of CBS-Radio Spot Sales, 
died July 26 in Cottage Hospital, 
Grosse Pointe, after an extended 
illness. 

Mr. Baldwin joined CBS in May, 
1955. Previously, he had been sales 
manager of WAKR, Akron, and 
before that had been sales man- 
ager of WERE, Cleveland. His 
early career in broadcasting was 
spent as an account executive with 
stations WGAR, Cleveland; WBAP, 
Fort Worth-Dallas, and WKRC, 
Cincinnati. Before entering radio, 
Mr. Baldwin spent eight years as 
editor of the weekly Enterprise in 
his home town of Bridgman, Mich. 


HARLAN G. PALMER 

Ho.tywoop, July 31—Harlan G. 
Palmer, 71, editor-publisher of the 
Hollywood Citizen-News, died at 
the Good Samaritan Hospital, July 
25, following a four-month illness. 

A native of LeRoy, Minn., Judge 
Palmer became Hollywood’s first 
practicing attorney. He was ap- 
pointed a judge of the Los Angeles 
Justice Court in 1915 and was re- 
elected for a four-year term in 
1918. 

He resigned his law practice in 
1920 to devote full time to the 
Hollywood Citizen. In 1931 the 


paper merged with the Hollywood 
News and became the Citizen- 
News. 

He served as a director of the 


Audit Bureau of Circulations for | 


many years. 


EDWARD J. CHAPLICKI 

La GRANGE, ILL., Aug. 1—Ed- 
ward J. Chaplicki, 59, general sales 
manager of the National Tea Co., 
Chicago branch, died yesterday in 
Community Memorial Hospital. 
Mr. Chaplicki started his career 45 
years ago as a clerk with the Kro- 
ger Grocery & Baking Co., St. 
Louis, He joined National Tea in 
1945. In 1947 he was named branch 
manager in charge of some 400 
stores in the Chicago area. 


‘Times-Star’ to Peck-Heekin 

The Cincinnati Times-Star has 
appointed Peck-Heekin, Cincinnati, 
to handle its advertising. 
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know the 
Pittsburgh 


market... 


Pane! of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 


ERNEST E. ENGEL, Dinecror 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 


WHAT YOU PUBLISH 
YOU READ IN TOTO! 


That’s why every word appearing in this magazine 
is read and absorbed by top engineers in a top 
industry: AIR CONDITIONING-REFRIGERA- 
TION. They own and publish... REFRIGERATING 
ENGINEERING including AIR CONDITIONING. 


Published by Members of The American Society of 
aeerenns Sagincers, 234 Fifth Avenue, 
ew York 1, N. Y. 


FRIGERATING. 
ENGINEERING 


The Way to Sell IDAHO 
is through thee [IDAHO Dailies 


Idaho is a state of great distances and widely scattered 
market centers. As a result, twelve outstanding Daily 
Newspapers were born, have blossomed and are now 
prospering . . . each as the dominant, unduplicated sales 
medium of its respective trade center. No other medium 
can do the sales job as well as Daily Newspapers. . : 
and in Idaho you have twelve far-above average Dailies 
which provide both complete state coverage and un- 
matched flexibility to conform to your most complicated 
sales pattern. 


* Here's “the Dozen that Does it” in Idaho..... 


not cover idaho! 


REMEMBER 
THESE FACTS: 


om 


1. Out-of-state dailies do 


2. Each idaho Daily covers 
its own rich market area. 


3. Idaho Dailies are read 
by 7 out of 10 idaho fam- 
ilies! 


Idaho's Twelve Outstanding Daily Newspapers 
CALDWELL—News-Tribune 
COEUR d’ALENE—Press 
IDAHO FALLS—Post-Register 


KELLOG—News 
LEWISTON—Tribune BLACKFOOT—Bulletin 
MOSCOW—lIdahonian BOISE—Statesman Newspapers 


NAMPA—Free Press 
POCATELLO—Idaho State Journal 
TWIN FALLS—Times-News 
WALLACE—North Idaho Press 
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Illinois Bell's PR 
Ready to Ride 
Demos’ Donkey 


By John 8S. Lynch 


Cuicaco, Aug. 2—Activity was 
approaching high gear in Illinois 
Bell Telephone Co.’s pr depart- 
ment this week as the time drew 
near for the Democratic Party 
faithful to convene here. 

For the whole company, in fact, 
the convention automatically in-| 
volves two tremendous operations 
—a mass communications job that) 
calis into play literally hundreds 
of its technicians and operators, 
and a tremendous pr job that has, 
in the course of years of experi- 
ence, become Illinois Bell’s largest 
sing!e operation. 

The conclave also portends a net 
outlay of about $500,000 by IBT, 
company officials told AA. This is 
the figure they say the company 
failed to recoup on the convention 
services it offered in 1952, and 
they expect to lose slightly more 
than that this year on the same 
services, 

“It’s a job and you've got to do 
it—period,” rationalizes Joe O’- 
Brien, news services director of 
IBT’s pr department. “It’s a tre- 
mendous challenge, and doing the 
job gives us a sense of real achieve- 
ment,” he says. 


® The technical part of the con-| 
vention job is one that Illinois Bell | 
probably has more experience at) 


than any other phone company,|f§ 


since so many political conventions 
have been held here. And tele- 
phones have been involved in po- 
litical conventions here since some- 
one picked up one of Mr. Bell’s in- 
struments back in 1880 to tell 
someone else that James A. Gar- 
field had been nominated—after 
36 ballots—by the Republican con- 
vention here that year. 

In contrast with that casual ex-) 


‘ % ~ = . 


by IBT’s installation of 54 micro- 
wave tv relay “dishes” located atop 
the convention hall, the Conrad 
Hilton hotel—where party and 
many candidate headquarters are 
located—and on other big build- 
ings around the city. 

Midway and O’Hare airports 
both have tv cable connections 
for anything that might happen 
there, and the telephone company 
also has 10 tv transmitter trucks 
that will be able to give coverage 
from just about anywhere in the 
city. 


® Measures such as these, the 
company hopes, will meet prob- 
lems like the one that arose during 
the 1952 convention when dark- 
horse candidate Adlai Stevenson 
suddenly came into the limelight 
while staying with friends at a 
house that was blocks away from 
even the closest public telephone. 
IBT met that emergency with a 
phone center trailer providing 
about a dozen phones to on-the- 
spot newsmen (AA, Aug. 4, °52). 

Press requirements too will be 
greater this year, by 10% to 30%, 
IBT estimates. This year a net- 
work of 760,000 miles of teletype 
circuits will be available to carry 


EAVESDROPPING—Microwave tv re- 
lay discs atop the convention hall 
will enable tv pick-ups from all 
major buildings in Chicago where 
news is likely to break. A total of 
54 “dishes” are being used, 24 atop 


| 


Lundquist 


Tully 


BELL'S BELLES—Hiding behind a sketch of Illinois Bell Telephone Co.’s 


phone center at the convention hall are three of Bell’s “voices with 


man need only pick up the phone 
on the back of the seat in front of 
him to be in immediate contact 
with his alternate chairman. Here- 
tofore this kind of communication 
meant leg work for someone. 
IBT’s pr effort at the conven- 
tion, to be patterned largely after 
its 52 effort, will be both a service 
and convenience operation. Most 
people attending the convention, 
both delegates and press, will be- 
|come aware of this effort even be- 
fore they leave home. IBT, through 
jaffiliated phone companies across 
| the country, is putting into their 
hands listings of important num- 
|bers at the convention, tips on 
|leaving messages, getting messages 
jand so on that they might find 
|valuable in Chicago. The press 
|people get special listings showing 
phone numbers of wire services, 
local papers, radio and tv stations 


| and news and photo services. 


@ Once everybody gets to the con- 
vention IBT will follow this up 
with daily revised listings of phone 
numbers of state delegations, can- 
didate headquarters, etc., showing 
all number changes. 

Two numbers IBT wants every- 
body at the convention to learn 


smiles,” Beverly Lundquist, Loretta Tully and Pat Blackwell. 


|struments, the center will offer 
regular phone service, including 
special phones with sound control 
for the hard-of-hearing, “hands 
free’”’ phones and an assortment of 
color instruments. 

Also to be featured at the center 
will be one special experimental 
booth in which a user can make a 
call without any kind of conven- 
tional telephone instrument pres- 
ent. A turn-on switch opens con- 
tact with the operator, a recessed 
microphone apparatus in the wall 
picks up the speaker’s voice and 
he hears via a sound-controlled 
speaker. 

Bell thinks this kind of booth 
may eventually have an appeal for 
shoppers burdened with packages. 
One bug: An attendant has to be 
around to collect the charges. 


# Some sstrictly gratis services 
IBT will provide at the center will 
include a tv lounge where viewers 
can watch the convention and pick 
up the sound on personal ear piec- 
es, so as not to disturb people us- 
ing the phones; a points-of-inter- 
est map of Chicago, a message 
center and a message announce- 
ment screen visible to anyone near 
| the center. 

Still another service will be 


the International Amphitheater. 


change, this year’s nominating) 
convention, with the aid of Bell- 
arranged communications, will be the news to 10,250 press outlets 
watched by an estimated 120,000,-| for distribution to newspapers, ra-| 
000 Americans on 400 tv stations,|dio and tv news commentators. 


while millions more will hear the | 
proceedings on the 1,500 radio sta-| 
tions planning to carry the conven- | 
tion. 


® Television coverage require- 
ments alone are 70% greater than 
they were in 1952, according to) 
IBT. Nearly 73,000 channel miles 
will be used in 1956 to transmit 
telecasts to tv stations across the 
country, compared with only 30,- 
000 miles used in 1952. The 1952 
telecasts reached only 107 stations 
in 65 cities, while this year’s tv 
coverage will be carried on 400 
stations in 270 cities. It will 
+ available this year in color to abou 
90% of all viewers. 

Versatility in tv transmission | 
also is being improved this year) 


Nearly 600 additional teletypewrit- 
ers also are being made available 
to handle the news burden. 

In addition to this, IBT will 
provide some 32 switchboards to) 
handle the estimated 4,000 tele- 
phones located at the convention 
hall—including more than 100 
phone booths, hundreds of special 
lines, 1,330 trunk lines and 160 
private lines. 


® For the first time in political 
convention history the Democratic 
conclave this year will feature 
direct lines between delegation 
chairmen located on the conven- 
tion floor and alternate delegation 
chairmen, who will be located on 
balconies on either side of the hall. 
This means that a delegation chair- 


are the numbers of Democratic) 
Party headquarters and the Bell|IBT’s daily news bulletin for the 
Telephone Center at the conven-|press, providing convention news 
tion hall. To get this across, the|items and statistics that make for 
company has printed up cards,/|fill-in material both for reporters 
memo pads and message forms|and broadcasters. 
and is distributing pencils and! Bell also will have a display in 
plastic phone dial aids all gerry} the commercial exhibit part of the 
ing the two numbers. This is both) convention, something new in po- 
as a convenience to delegates and litical conventions, starting with 
the press and a hopeful try by IBT this one. Feature of the display 
to cut down the number of calls| will be a solar-powered, 4’-high 
for information. |model donkey whose eyes blink 
jand ears will wiggle via power 
s Most convention participants|taken from the sun right at the 
will become acquainted with IBT | display. Also featured will be dif- 
through the elaborate Bell Tele-|ferent kinds of phone instrument 
phone Center set up just outside| innovations, all of which will ren- 
the convention hall. There some 80| der a recorded message of welcome 
“voices with a smile” and 30 mes- | from Chicago’s Mayor Richard 
senger boys—all trained in every-)| Daley. 
thing from diction to ingenuity in 
handling special situations—will| # For most IBT personnel on the 
be on hand. ‘convention job this will be their 
Decorated in a red-white-blue' second time around; most of them 
motif, including tri-color phone in-| were in on the 1952 affair. Joe 


Meme Mo commercaty eperated TY senen « Albeny 
etn Denver Der Momer jackson or Perdend 


65 cities, shown on the map at right. The 1948 conventions in Phil- 


CREEPING Tv—Telecasts of this year’s political conventions will be 
carried on 400 tv stations in 270 cities, as shown on the map at left. 
Four years ago the convention telecasts reached only 107 stations in 


adelphia were carried on television in only seven eastern cities (in- 
set map). 


Advertising Age, August 6, 1956 


O’Brien, in charge of news services, 
Ernest Zichal, in charge of the 
Bell Telephone Center, and Wilbur 
Peak, Illinois Bell’s general infor- 
mation manager, are all going 
through repeat performances. 

“Experience is useful,” Mr. O’- 
Brien says, “but you can only go 
so far in expecting the unexpected 
... it’s mostly the little things 
we learn from, like training per- 
sonnel to handle odd situations, 
answer unusual questions and do 
the unusual favors.” 

“The unexpected almost invari- 
ably happens,” he observes, “but 
we're just about as well set to han- 
dle it as we could be.” 


Kohler Co. Signs 
to Sponsor Mutual 
Political Coverage 


Kou.er, Wis., Aug. 3—Mutual 
Broadcasting System’s coverage of 
this year’s headline political doings 
will be sponsored by Kohler Co., 
a newcomer to network radio 
ranks. 

Kohler, which is one of the 
world’s largest producers of 
plumbing fixtures and fittings, will 
present the Democratic and Re- 
publican conventions and the news 
of the Presidential election returns 
over MBS. First breadcast will be 
a preview of the Democratic con- 
fab on Aug. 12. 

This political package, which 
was bought through Roche, Will- 
iams & Cleary, will cost the spon- 
sor an estimated $150,000, with the 
final figure depending on how 
many stations clear time for the 
special events. In 1952, Mutual of- 
fered its political coverage for 
sale to local sponsors on a co-op 
basis. 


® Specifics on the nature and han- 
dling of Kohler commercials were 
still being worked out as this story 
went to press. However, the pitch 
is expected to be largely institu- 
tional, aimed at calling people’s 
attention to the contributions their 
local plumbing contractors make to 
public well-being. A tie-in pro- 
gram for the local contractors is 
being worked out. - 

In addition to plumbing fixtures, 
Kohler also makes heating equip- 
ment, air-cooled engines and pre- 
cision controls. 

In New York, Mutual chalked 
up another major sale. Seaboard 
Drug Co., through Carlos Franco 
Associates, signed to sponsor Wal- 
ter Winchell’s Sunday night news- 
cast this fall. 


Reed Joins Russel Seeds; 
Karle Named Sheaffer A.M. 

Don A. Reed has resigned as ad- 
vertising manager of Sheaffer Pen 
Co., Ft. Madison, Ia., to join Sheaf- 
fer’s agency, Russel M. Seeds Co., 
Chicago, as an account executive 
in a “general creative capacity.” 
He is succeeded at Sheaffer by 
G. P. Karle Jr., formerly assistant 
ad manager. 

Simultaneously, Seeds has 
named Fred Wilison, formerly ac- 


,count executive on the Sheaffer 
account, manager of marketing and 
/merchandising. Dale Mehroff, as- 


| sistant account executive on Sheaf- 


fer, moves up to account executive. 


|Seeds also has appointed Cecil 


Widdifield, formerly with J. M. 
Mathes Inc., New York, to its cre- 
ative staff, and Philip Laven, pre- 
viously with Bymart-Tintair Inc. 


‘and Phil Kalech & Co., account 


supervisor on Lanolin Plus. 


‘TV Guide’ Circulation Up 

In reporting that TV Guide has 
increased its rates from $6,000 to 
$8,000 a b&w page, with the Oct. 6 
issue (AA, July 30), ApvertisInc 
Ace inadvertently omitted the 
publication’s new circulation guar- 
antee. Effective the same date, the 
circulation guarantee will move 
from 3,000,000 to 4,000,000. 
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‘SQUEEZEM’ TELLS STORY—B. F. Goodrich Co. uses an animated folded 
paper card designed and patented by Milt Youngren, Chicugo car- 
toonist and illustrator, to demonstrate its sales theme for tubeless 
tires. When the card at left is “squeezed,” the body of the car flips 
up, leaving the passengers, the tires and the punch line. Mr. Youn- 
gren, who is introducing “Squeezem” commercially, has a host of 
variations of animated and folded paper devices. 


Good Seasons Salad |K&E Gets Merchants 


Mix Drive Offers Bank Account, Adds 
15¢ OffonLettuce _to Its Branch Staffs 


White Priains, Aug. 1—General| New Yorx, Aug. 3—Kenyon & 
Foods will use network tv, Sunday | Eckhardt has been appointed the 
supplements and local newspapers agency for the Merchants Nation- 
to promote a national tie-in cam-|al Bank of Boston and the Eastern 
paign for Good Seasons salad Co., Cambridge, Mass. The agency 
dressing mix and lettuce during also has announced the addition of 
August and September. |four account executives in its San 


The promotion will give 15¢ off | 
on a head of lettuce to each cus- | 
tomer purchasing a Good Seasons | 
salad dressing kit, manufactured 
by GF’s subsidiary, Perkins Prod- 
ucts Co. The customer presents the 
kit and lettuce at the check-out 
counter; the cashier removes the 
boxtop from the kit and credits 
15¢ on the lettuce. 

Coeperating in the promotion is 
Lettuce Inc., Salinas, Cal., which | 
sells its lettuce under the brand 
name “C-7” and grows about 90% 
of the lettuce consumed in the 
U.S. The company points out, 
however, that the offer is redeem- 
able with any lettuce. 


® On tv, one-minute commercials 
in August and September will be 
aired on the “Charlie Farrell 
Show” (CBS-TV) and “Our Miss 
Brooks” (CBS-TV). On Sept. 9, 
four-color, seven-tenths-page ads 
will run in Parade and This 
Week Magazine, and on Sept. 16 
another ad will run in The Amer- 
ican Weekly. Local newspaper ad- 
vertising will be used in areas not 
sufficiently covered by the sup- 
plements or tv. 

Foote, Cone & Belding, Chicago, 
is the agency. 


Calkins and Baker 
‘Marry’ to Handle 


Boeing Business 


(Continued from Page 1) 
maintaining complete local facili- 
ties. 

“In our alliance with Calkins & 
Holden we are now equipped to 
provide a depth of talent and re- 
sources exceeding anything pre- 
viously possible.” 

The C&H-Baker appointment by 
Boeing marks the end of a 15-year 
relationship between the aircraft 
company and N. W. Ayer. The ter- 
mination became necessary when 
Ayer ran into an indirect conflict 
of advertiser interests: United 
Airlines, another Ayer account, 
had ordered some jet transports 
from Douglas Aircraft Co. which 
were in competition with Boeing’s 
own 707 jet transport. 

No figures were available for 
total Boeing advertising volume; 
however, in 1955 the company 
spent a little less than $500,000 in 
measured media, using magazines, 
newspapers and business papers. 


Charlton Joins Cunningham 
Fred Charlton, formerly an ac- 
count representative of N. W. Ayer 
& Son, Philadelphia, has been ap- 
pointed an account supervisor af 


Francisco and Atlanta offices. 

The Merchants National account 
was previously handled by Her- 
mon W. Stevens Agency. The East- 
ern Co., a distributor of RCA 
Victor and RCA Whirlpool prod- 
ucts, formerly placed its own ad- 
vertising. Both accounts will be 
handled out of the K&E Boston of- 
fice. 

Robert P. Hoffman, formerly of 
Brisacher, Wheeler & Staff, and 


|Vernon E. Norris, formerly of 


Richard N. Meltzer Advertising, 
have joined K&E’s San Francisco 
office as account executives. Sher- 
wood Armstrong, formerly crea- 
tive director with Cole & Weber, 
and Robert Ryan, formerly with 
Brisacher, Wheeler & Staff, have 
joined the West Coast office as 
copy chief and production man- 
ager, respectively. 


® Theodore R. Paulson and Louis 
W. Corrigan have been named ac- 
count executives in the Atlanta re- 
gional office. Mr. Paulson was 
formerly office manager in Atlan- 
ta for J. Walter Thompson Co. Mr. 
Corrigan was previously on the 
advertising staff of the Atlanta 
Journal-Constitution. 

Two additions have been made 
to the staff of K&E’s regional of- 
fice in Mexico City. Rafael Cortes, 
previously with JWT, has been 
named art director. Santiago Ri- 
vera has been appointed copy di- 
rector. He was formerly with 
Young & Rubicam. 


Cunningham & Walsh, Chicago. 
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GEE WHIZ, MAC—Starting in Septem- 
ber, this plea to motorists will be 
made in national magazines and 
outdoor by Olin Mathieson Chem- 
ical Corp., maker of Pyro, Super 
Pyro and private-label anti-freeze 
compounds. VanSant, Dugdale & 
Co., Baltimore, is the agency. 


Last Minute News Flashes 


Stone Container Corp. Names Dinges Ad Manager 

Cuicaco, Aug. 3—John F. Dinges has been named advertising man- 
ager of Stone Container Corp., maker of paperboard, shipping con- 
tainers and folding paper boxes. He previously was a brands advertis- 
ing manager at Swift & Co. 


Time Inc.'s Six-Month Net Is 84% Ahead of ‘55 

New York, Aug. 3—Time Inc. had a record-breaking net profit of 
$8,627,300 for the first half of 1956, Last year the figure was $4,674,- 
700. Revenues for the first half of 56 came to $110,960,300, a gain of 
$14,053,500 over 1955. The rise in income “resulted primarily from 
increased magazine revenues.” 


Leahy Moves from Botsford to F&S&R, San Francisco |" 


New York, Aug. 3—John Leahy, formerly vp in the San Francis-| = 


co office of Botsford, Constantine & Gardner, has joined the San Fran- | 
cisco office of Fuller & Smith & Ross as vp, marketing director and| 
assistant to the manager. 


Kelly Joins Grossman; Other Late News 

e Paul E. Kelly has joined Arthur Grossman Advertising, Chicago, 
as account executive on the newly-acquired York air conditioning ac- 
count. Mr. Kelly was formerly advertising and sales manager of Elec- | 
trographic Corp.’s Lake Shore division; before that, he was with Max- 
on Inc., Chicago. 


e Erving Paper Mills, Erving, Mass., has appointed Charles F. Hutch- 
inson Inc., Boston, to handle its advertising, succeeding Chambers & 
Wiswell. Mr. Hutchinson resigned as exec vp and general manager of 
Chambers & Wiswell to form his own agency in June (AA, June 4). 


e The New York Journal-American, which already offers r.o.p. color 
pages, is now adding less-than-page units. Minimum insertions will be 
1,000 lines. Surcharges will be 45% for 1,000 to 1,499 lines, 35% from 
1,500 lines up. The surcharge on full pages is 25%. R.o.p. is offered 
on Mondays and Tuesd2ys only. The Philadelphia Bulletin will offer 
r.o.p color both evenings and Sundays, beginning Sept. 10. Sunday 
only has been the rule. 


e Jack Welsch, formerly marketing vp of Exquisite Form Brassiere 
Co., has joined O. M. Scott & Sons, New York, as director of sales. 
Scott supplies lawn seeds and lawn care products. 


e The Federal Trade Commission has filed suit for $60,000 in federal 
court against Robert Hall Clothes Inc., charging it with 12 violations 
of a “cease and desist” order against misleading advertising, issued 
in 1953. The company is charged with misrepresenting on radio broad- 
casts that its $34.95 “Bandleader” suits regularly sold for $50. 


e Kermit Kahn, formerly a copy supervisor at Lennen & Newell, has 
been named advertising manager of National Telefilm Associates, New 
York tv film distributor-producer. 


e It now looks as though Revlon’s long-awaited “Most Beautiful Girl 
in the World” series will go into the Monday 9 p.m., EDT, spot on 
NBC-TV starting in September. The show will be produced by Enter- 
tainment Productions (formerly Louis G. Cowan Inc.), New York. 
Another giveaway on the network’s fall schedule will be “Break the 
Bank,” to be co-sponsored Tuesdays at 10:30 p.m., EDT, by Lanolin 
Plus (Russel M. Seeds Co.) and Benrus (Lennen & Newell). 


e Cunningham & Walsh has appointed Anthony C. Chevins a vp. With 
the agency since 1951, he is account supervisor on the Eversharp and 
New York News accounts. 


e Living for Young Homemakers will boost its base from 600,000 to 
625,000 with the January, 1957, issue, and the b&w page rate will move 
from $3,500 to $3,700. Four-color pages will cost $5,500 instead of 
$4,975. 


e A. M. Byers Co. has appointed Advertising Manager Frank E. Far- 
nan as assistant to the vp and acting chief executive officer. Theodore 
W. Crouch, senior copywriter with Joy Mfg. Co., will rejoin the com- 
pany on Aug. 15, succeeding Mr. Farnan as advertising manager. 


e WCBM will replace WCAO as the CBS Radio affiliate in Baltimore 
effective Nov. 11. WCAO, which recently was sold to Plough Inc., is 
going independent. WCBM currently is affiliated with Mutual. 


unresolved question. 


.|Smoking-Cancer 


Relation Now Only 


|| ‘Suspicion’: Dr. Little 


New York, Aug. 2—No definite 
links to cancer or heart disease can 
be traced to smoking, the scientif- 
ic advisory board of the Tobacco 
Industry Research Committee says 
in a report released here yesterday 
by Dr. Clarence Cook Little, chair- 
man. 

The report covers the work be- 
ing conducted by 56 scientific 
groups in 38 medical schools and 
research centers in 18 states. 
Grants of $1,200,000 have been 
made to these investigators, the 
report says. The committee has ap- 
propriated $1,500,000 for research 
and has pledged more funds as 
needed. 


To evaluate now the results of 
existing projects, Dr. Little said, 
would be extremely premature. 

However, he points out in the 
report that “any possible role of 
smoking in the etiology [causa- 
tion] of lung cancer remains an 


“It cannot be said that smoking 
has been absolved of suspicion; 
neither have the charges that 
smoking has a role in lung cancer 
causation been proven. So many 
unknowns still obscure the whole 
field of cancer causation that it is 
not possible at this stage to say 
either, ‘This is it’ or ‘This is not it’ 
about any single factor.” 


# Similarly with respect to heart 
disease, Dr. Little reports, “The 
uncertainties regarding cause and 
even treatment remain innumer- 
able.” 

Dr. Little, who is also president 
of the Roscoe B. Jackson Memorial 
Laboratory, at Bar Harbor, Me., 
said that the research carried on 
by scientific groups over the past 
two years under grants made by 
the tobacco research group has 
produced a great deal of new in- 
formation. 

“But perhaps the most important 
thing we have learned,” he said, 
“is how much more must be done 
before definite answers can be 
given.” 
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CAN po—American Can Co. tells 


how the modern tin can has opened 
new consumer markets for the 
fishing industry in this ad for 


| Life, Aug. 138, and The Saturday 


Evening Post, Aug. 25, plus trade 
journals. Compton Advertisirig is 
the agency. 


‘Pepsi, Please’ 
Is Magic Phrase 
on Muncie Radio 


Muncie, Inv., Aug. 3—Pepsi- 
Cola, which once made advertising 
history with a radio spot, may be 
ready to repeat if the final results 
of a two-city test campaign follow 
the pattern of the initial returns. 

Two little words, “Pepsi, 
please,” have created more excite- 
ment than radio has seen in years 
in this town. 

It all started about three weeks 
ago on Station WLBC, when the 
soft-drink maker began fiooding 
the airwaves with one-minute 
spots of local people ordering 
“Pepsi, please.” Since there are 23 
announcements per day and ten 
voices per announcement, a lot of 
people get into the act. 

Pepsi has been recording about 
1,000 voices a day, with a record- 
ing unit set up in a truck which 
has been taping Pepsi drinkers at 
drug stores, food stores and other 
locations. Others have gotten into 
the fun by calling the local bot- 
tling plant and having their voices 
taped by phone. 


s The volunteer radio spielers are 
advised to keep listening to 
WLBC. If they recognize their own 
voices and are able to tell the sta- 
tion exactly when they heard the 
broadcast, they receive a clock 
radio, portable radio, Pepsi-cooler 
or other prizes. 

Each spot invites other listeners 
to compete for “Pepsi, please” 
prizes by calling the bottler’s 
number and recording their voices. 
Response has been tremendous, 
with the station getting as many 
as 800 calls.in a single day. 

Kenyon & Eckhardt, Pepsi’s 
agency, got an okay on the Muncie 
test after a similar test in San 
Diego. 

In New York, a Pepsi official 
indicated that the company .is en- 
thusiastic about what it has seen so 
far, but is weighing the results of 
the Muncie saturation drive before 
deciding to put this technique to 
work in other markets. 

Radio Advertising Bureau was 
so sure that the idea would catch 
on that it has agreed to finance an 
Advertest research study to evalu- 
ate the results of the Muncie 
test promotion. This study will be 
made during: the week of Aug. 13, 


Kearns Joins Atlanta Paper 

William H. Kearns Jr., formerly 
manager of the southeastern news 
bureau of McGraw-Hill Publish- 
ing Co., has been appointed to the 
new post of assistant to the presi- 
dent of Atlanta Paper Co. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesda 
noon 5 days preceding publication date. Display classified takes card rate 
$15.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


Attractive opening for thoroughly exper- 
jienced male copywriter in 4A Dallas ad- 
vertising agency. experience helpful. 
Write Mr. L. L. E., P.O. Box 5415, Dallas 
22, Texas. 

COPY WRITER—Industrial Magazine Pub- 
lisher needs copywriter conversant with 
industrial field, who can evaluate sales 
facts, select major sales points, prepare 
imaginative, effective copy for media and 
direct mail. Ability more important than 
long experience. Compensation well above 
the market for man who can deliver. 
Write giving background details to T. J. 
Seanlon, Putman Publishing Company, 
111 E. Delaware Place, Chicago 11. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 17-1991 Chicago 
CAREER OPPORTUNITY 
FOR CREATIVE PRODUCTION 
SUPERVISOR 

Should know the basic mechanical ele- 
ments of advertising production—layout, 
type, and art and how to supervise their 
coordination in the production of finished 
copy for offset-lithography. Ability to 
contact clients, and speak with quiet 
authority, plus good personality and ap- 
pearance, essential. Location in thriving 
mid-west city. Will have entire responsi- 
bility for managing a complete offset- 
composition service. Good salary and per- 
centage of profits to right person. Mail 
application to: Richard Roley, 1925 Fideli- 
ty-Phila. Trust Bidg., Philadelphia 9, Pa. 


JOB MARKET 


‘or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3. 
ADVERTISING EXECUTIVE 
National retail-wholesale chain with 
headquarters in midwest has excellent 
opportunity for man with retail advertis- 
ing and sales promotion background. 
MUST have solid experience in hard lines 
chain store advertising. Should be crea- 
tive; have good knowledge of copy, lay- 
out, and production ... be able to de- 
velop a complete sales package. Experi- 
ence in working with top management 
desirable. Age preference 32 to 37. Start- 
ing salary up to $10,000. 
Box 8765, ADVERTISING AGE 
200 EK. Illinois St., Chicago 11, 


ARTISTS 

WHO WANT TO GO PLACES 
We're one of the Midwest's leading art 
studios and we're looking for a top-talent 
illustrator and two experienced creative 
layout men who want the opportunity to 
express their ability on an interesting 
variety of national accounts. If they've 
got what it takes they can join our staff 
of happy top-talent people, have the in- 

future and the quality work they'd 

in the “Big Town” but with the 
friendliness and livability of Milwaukee 
with Chicago just 90 minutes away. If 
you think you're our man, or if you think 
a friend is, please write or wire in con- 
fidence to Frank H. Bercker Studios, 741 
North Milwaukee Street, Milwaukee 2, 
Wisconsin. 


FIELD SUBSCRIPTION SALESMAN 
To call on executives of manufacturing 
firms for Chicago area business paper 
publisher. 


Should have successful selling e ience, 
preferably in trade subscription ld. Top 
earnings potential for the right man. Per- 
sonal interviews will be arranged prompt- 
ly. Include resume and salary require- 
ments. 
Box 8769, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BEGINNER SPACE SALESMAN 
for national trade magazines. An ex- 
cellent opportunity with a well known 
established firm in Chicago. Must be 
thru school and have military discharge 
Box 8776 ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 


LEADING CHICAGO ADVERTISING 
AGENCY wants the top woman copy 
writer-supervisor in Chicago. 
Cosmetic experience not necessary-TV 
experience essential— 
x 8767, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXCEPTIONAL OPPORTUNITY 
FOR AMBITIOUS COPYWRITER 


One of Chicago's fastest growing consum- 
er agencies wants a versatile creative 
copywriter (male) who can grow rapidly 
with the agency. Requisites: solid agency 
background, ability to service accounts 
when necessary, thorough knowledge of 
every phase of advertising: newsprint, 
radio, TV, direct mail, point of sale. Un- 
limited opportunity. Position: copy head 
of agency. Salary: $10 to $12,000 plus 
profit-sharing bonus plan. Write all de- 
tails in complete confidence to: 
Box 8770, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION 
ASSISTANT 
for fast growing consumer magazine. 
Want that unusually creative man who 
can produce general and special adver- 
tising sales presentations with heavy em- 
phasis on customized merchandising plans. 
Must be self-starter who can produce 
quantity and quality work. Top salary 
with terrific potential in young organi- 
zation. Write: 
Box 8771, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt.., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm, 
WE NEED A WRITER 
who is experienced in creating campaigns, 
writing copy for print media, merchandis- 
ing and product literature, and direct 
mail. No big accounts to mushroom and 
evaporate. Plenty medium and small for 
steady, methodical pleasant agency life 
and community living. You're twenty 
minutes from any place in Our Town, lo- 
cated in Mid-Michigan. You'll like our 
town, our associates and our clients. In- 
terested? Send complete information and 
salary requirements. Will return safely 
and promptly with fast decision. 
Box 8749, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Open for “CALL A DAY” Publisher's 
Adv’ Reps. Calif. Il. HOME COMFORTS 
WHOLESALER—25 E. 10th St., N.Y. 3. 


ADVERTISING REPRESENTATIVE 
LEADING CONSUMER MAGAZINE 


Outstanding opportunity to join 
present eastern sales staff of suc- 
cessful major consumer maga- 
zine. Assignment: an important 
eastern sales territory plus spe- 
cific New York City accounts and 
agencies. Requirements: Age 30- 
40; present or recent magazine 
sales experience and knowledge 
of space selling; creative and ag- 
gressive sales ability; knowledge 
New York accounts and agencies; 
residence New York City area. 
Salary plus all expenses and ex- 
cellent opportunity for increased 
earnings thru incentive plan. This 
is a prime opportunity with a top 
publication. Write or wire full de- 
tails. Box 179, Advertising Age, 
480 Lexington Avenue, New York 
17, New York. 


rs 
WANTED 


writer 


a real top radio 


of the 


“old school’ 


standing large agency. 


200 E. Illinois St., 


This is strictly a commercial writing job on a variety of 
products-——a job of writing, planning and ideas. It’s an im- 
portant one and the salary will measure up. If you’ve never 
carried the load on important national accounts or never 
written anything but radio or TV for local merchants, you'll 
never be able to land it. Location; Chicago, with an out- 


BOX 181, ADVERTISING AGE 


Chicago 11, Ill. 


POSITIONS WANTED 


BUSINESS OPPORTUNITIES 
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REPRESENTATIVES AVAILABLE 


Ad Agency Controller-Off Mgr. to assume 
complete administration. Preparation and 
analysis financial statements, costs, meth- 
ods procedures. Presently Asst Cont. with 
major agency. Will relocate. 
Box 8768, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

PUBLIC RELATIONS—PROMOTIONS 
Promotion (s)-minded editor-writer with 
9 years publication experience in market- 
ing and advertising. Feel can utilize back- 
ground, knowledge, contacts to advantage 
in burgeoning PR field. Have written 
sales training literature, merchandising 
promotions, general business and eco- 
nomic subjects. A developed news sense, 
listen and talk with ease, know how and 
where to get information. Prefer Chicago. 

Box 8774, ADVERTISING AGE 

__200 E. Illinois St., Chicago 11, Illinois 
Married man with eight years copywrit- 
ing, layout, and business detail experience 
in food and supermarket accounts. Pre- 
fers West Coast, specifically San Jose area. 

Box 8763, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING AGENCY 
Ideal Chicago location; favorable rental. 
Available October Ist to responsible buy- 
er. Approx. 900 sq. ft; 2 pvt. offices; ade- 
quate for staff of 7. Complete furn. fixt., 
etc. Priced for quick sale. 

Box 8766, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Amazing suburban business! 
Test it in Sanders ABC 3 
Geneseo, N.Y. 


CHGO. ADV. AGENCY 


SM. FOR SALE 
Retiring from retail adv. and am willing 
to sell all agency assets. 
Box 8772, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MERGER 
Established Chicago agency with excellent 
credit standing a r iti billings 
about 2/3 million, will discuss merger 
with agency of comparable size. Write for 
convenient meeting. 
Box 8773, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING PROMOTION 
12 yrs. exp., 8 agency. Major appl., hswrs. 
drugs, indus. All media, includ. TV. Top- 
flight ideas and copy. Deal with top 
mgmt. Aggresive administrator. Chgo. 
Box 8775, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING AND MARKETING EX- 
ECUTIV 


Experienced in sound planning and ex- 
ecution of advertising, promotion and 
marketing strategy. Have outstanding rec- 
ord of accomplishment for former em- 
ployers and agency clients in diversified 
fields: packaged goods, soft goods, petro- 
leum and airlines. Qualified for contract 
position in agency or as advertising direc- 
tor for manufacturer. Age 38. Married. 
Prefer Chicago or west. Salary require- 
ments $15,000. For resume write: 
Box 8762, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR 
Now at 4A agency. Knows art, layout, 
production. Mature judgment, executive 
ability. Can do some copy-writing. Will 
relocate. 
Box 8761, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


dis i 

Ss, ues, 
pons grind a displays. Several 
territories open for experienced, 
aggressive men with special ref- 
erence to Southern Indiana, 
Kentucky, Liberal 
Commission 


Tennessee. 
allowance. 
Box 176, ADVERTISING AGE 
200 E. Dlinois, Chicago 11, Il. 


SALES TRAINING MAN 


Consumer durables division of 
major corporation needs crea- 
tive sales training specialist. 
Must be able to develop product 
presentations, teach our men 
to handle dealer meetings, 
architect and builder contacts. 
Experience with sales manuals 
also helpful. No age preference. 
Box 172, ADVERTISING AGE 
480 Lexington Ave., New York 
Ae Ae 


ACCOUNT EXECUTIVE 
$18,000 
Outstanding assignment with 
midwest agency, to serve on “blue 
chip” account. Strong agency history 
in foods or related packaged - 


id : 
EE. PYLKAS 
Executive Advertising Consultant 
WABASH AGENCY 
202 S. State - Chicago 4 - WAbash 2-5020 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO tLLINOIs 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


BETTER THAN AVERAGE 

publishers’ rep has some time open. 
Box 8764, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


A creative, energetic, young rep has 
openings for additional publications, Ohio 
territory. Box 8482, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


MAILING LISTS OF NEW MOTHERS 

Florida - Georgia - Louisiana - Arizona 

oma T. Hess & Co., Box 2467, Orlando, 
la. 


_ 


| DOUG SMITH, INC. | 


of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


MANAGER 
TECHNICAL ADVERTISING 
AND COMPANY COMMUNICATIONS 


An established, medium-size firm in 
downtown Cincinnati in engi- 
neering and manufacturing for the chem- 
ical industry has a management position 
open in industrial advertising and em- 
ployee tions. hasis in 
this position will be on trade magazine 
advertising. some publicity and direct 
mail and special company publications— 
=eating house organ. Background in 
either chemical engineering or emplovee 
relations helpful but not essential. Pri- 
mary requisites are writing experience 
with ability to write simply and clearly. 
ability to develop ideas with technical 
management and an advertising agency. 
imagination combined with good taste and 
an easy pe manner. This is an 
exceptional opportunity for a young man 
around 28-33 with ¢ lence along these 
lines. Write 5. M unter and include 
present salary in your reply. 
VULCAN-CINCINNATI, Inc. 
120 Sycamore St. 
Cincinnati 2, Ohio 


Established ad agency with fine 
Murray Hill offices and excellent 
“team” can accommodate and serv- 
ice a 1 or 2-man agency with bill- 
ings of $75,000 up and help it grow. 
Set-up is flexible and wide open. 
Want to discuss it? Box No. 174. 
Advertising Age, 480 Lexington 
Ave., New York 17, New York. 


ADVERTISING MANAGER 


ng oe or f 
products sold nationally. State age, 
education, experience and approxi- 


mate sala ie. Box 175, Adver- 
© 200 E. Illinois St. Chi- 
cago ° Le 


MEDIA 

Expanding Philadelphia agency seeks ex- 
passenees Média Buyer to share ~~ 
lity for Consumer, Industrial, Radio and 
TV accounts. Must be mature and per- 
sonable with reasonably broad adminis- 
trative experience. Attractive starting 
salary. Future possibilities exceptional. 
Our employees are aware of this search. 
Write complete details of experience and 
Tro to: Box 177, Advertsing Age, 

Ave. N.Y. 17, N. Y¥. 


The Midwest's 
eutstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 


Counselors Gnas eae 
J 


NEW FAST-GROWING BUILDING 
MAGAZINE NEEDS ADVERTISING 
AND PRODUCTION MANAGER 


Wonderful opportunity for young 
but experienced man—or woman— 
with some knowledge of magazine 
production, enthusiasm for new ven- 
ture, ability to learn, take responsi- 
bility and grow with organization. 
Headquartered in picturesque small 
village between Cleveland and Ak- 
ron. Please send personal and busi- 
ness details in confidence to: 


James W. Zuber, Publisher 
BUILDING PRODUCTS 
34 N. Main St., Hudson, Ohio 


“Our 45th Year” 
ACCT. COORDINATOR to $15,000. 
(Pac. N.W.) Dept. store apparel 
mehdsg., promotion and agcy. exp. 
MKT. DIR. (Cons. Durables, $20M 
—industrial expe a plus). 
SPACE BUYER, 25 to 35, to $9M 


GLADER CORPORATION 
“The Agency’s Agency” 
Don Harris, Dir. Adv. Biv. 
110 S. Dearborn CE 6-5353 Chicago 


YOUR CLASSIFIED AD 
HERE WILL GET 
RESULTS 


The man we seek understands 


magazines. 


starter. 


Box 178 


SALES PROMOTION MANAGER 
MAGAZINE ADVERTISING SALES 


promotion, merchandising 
research programs that assist an advertising sales staff sell space. He 
knows how to present editorial and circulation leadership to advertisers; 
how to plan merchandising programs with industry-wide value supported 
by solid promotion; how to create (and direct the construction of) sales 
presentations; how to interpret research studies for salesmen’s use. He 
is familiar with today’s promotion plans of other major consumer 


Most likely he has 5-10 year’s experience in advertising sales promotion, 
and has had some responsibility for the work of other men. Perhaps 
today he is the Number-Two man in sales promotion, looking for greater 
challenge and opportunity. His creative imagination makes him a self- 


This major and long successful magazine offers him the top 
advertising sales promotion, a staff of several people to assist with detail 
work, good starting salary, and great opportunity for his 

ability to contribute importantly to the magazine's continued growth. Our 
present staff has been alerted; full details will be treated in confidence. 


ADVERTISING AGE 


and 


spot in 


ASST. ACCOUNT 
EXECUTIVE 


Excellent opportunity for young 
man with 2 or more years of ad- 
vertising experience to become 
asst. to account executive on 
large food account with well 
established 4-A Chicago agency. 
TV knowledge and food expe- 
rience helpful. Give full po 
mation, previous experience and 
salary desired in first letter. All 
replies confidential. 


Box 173, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


OPPORTUNITY 
Industrial Advertising Director 


West Coast location. You will like 
the scope of your operations— 
supervision of a ten-man depart- 
ment preparing and handling 
catalogs, brochures, technical bul- 
letins, external house-organ, di- 
rect-mail, correlation of space 
advertising with agency. You 
should be a man of mature judge- 
ment, experienced in purchase of 
engraving and printing, a man 
who can handle detail efficiently 
and with good grace. Preference 
to electronic or avionic back- 
ground. We're not large (2500 
employees), but have enjoyed a 
continuous, steady growth . . . so 
will you! Salary dependent on 
qualifications. Pension, hospitali- 
zation and insurance plans. Please 
send photograph and resume to: 
BOX 180, ADVERTISING AGE 


Chicago 11, Illinois 


200 E. Illinois St., Chicago 11, Ml. 
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Buyer Enrolment 
at Summer Gift 
Mart Is Up 29% 


(Continued from Page 3) 
creases in ‘some glassware and 
metalware lines, and assurances 

f prompt deliveries. 

New contracts must be negoti- 
ated and signed by September in 
the glass industry, and prices may 
be affected if manufacturers meet 
higher wage demands. Increased 
use of brass and other metals in 
giftwares and decorative acces- 
sories makes it likely that increas- 
ing numbers of items will be af- 
fected by higher prices of these 
raw materials to manufacturers. 

Most retailers are asking for im- 
mediate delivery, an indication of 
inventories whittled down. 


s Fewer new style trends report- 
edly are evident in this shew, but 
countless new items, both of do- 
mestic and foreign manufacture, 
are being displayed in glittering 
splendor for buyers to ponder over. 
A record number of 960 different 
china, glass and gift lines are be- 
ing shown in the Mart alone. 

“Magic retail price for a gift 
item still seems to be $5,” Mr. 
Anderson finds, but he said there 
is no price resistance at $10, $20 
and upward. 

Edmund Rubel, president of Ru- 
bel & Co., claims “well styled mer- 
Chandise at a price everyone can 
afford is the magic touch toward 
ultimate consumer demand.” Fol- 
lowing this theory, manufacturers 
in the $75,000,000 giftware indus- 
try are finding business “29% 
ahead in the first six months of 
1956 over the same ’55 period,” 
according to Mr. Rubel. 

Another reason advanced for the 
bright industry picture is the gen- 
eral increase of availability of 
giftwares in department, furniture 
and specialty stores. The industry 
is looking for the Christmas bou- 
tique business to reach its all time 
high this year. 


® Exhibitors still a ° anxious to 
talk much about their premium 
business, and as in recent years, 
a few of the largest manufacturers 
are steadily increasing sales to 
premium buyers. Smaller manu- 
facturers, especially in the middle- 
priced merchandise, are content to 
obtain a chunk of the industrial 
gift market. 

At the second annual Associated 
Variety & Novelty Manufacturers 
market, also being held now in 
Chicago, buying was described as 
heavy, and exhibitors reported 
better traffic and business than a 
year ago. This operation, which 
differs considerably from the gift 
shows, is directed toward premi- 
um buyers and wholesalers and 
chain and mail order houses. 

Among the special promotions 
at the market are tie-ins by House 
Beautiful, McCall’s and Woman’s 
Home Companion with items on 
display at the Christmas Annex 
exhibit of Vincent Lippe Corp. 


Upjohn Promotes Allen; 
Creates Two Divisions 

W. F. Allen has been named to 
the new post of vp for marketing 
of Upjohn Co., Kalamazoo, Mich. 
in one of a series of new appoint- 
ments. He was formerly vp and 
director of sales. 

Two new divisions have been 
created within the company. J. C. 
Gauntlett, formerly manager of 
the advertising department, has 


‘been appointed director of the ad- 
‘vertising division. R. C. Byce, for- 
*merly in charge of bulk chemical 


sales, has been named director of 


* the chemical sales division. Both 


were departments in the general 
sales division. 


Wie cme oes 


menor Bene hae Deira BA hemes Domain. Korrwen Cate 


PRESTO—Necchi-Elna Sewing Machine Sales Corp. 
will run this spread in Look this fall, as part of tie- 
in campaign with Samsonite furniture. Theme of the 


campaign: Everything comes out of a closet. “Pick 
it up, set it up, and sew.. 
vertising Agency is handling. 
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. in seconds!” Grey Ad- 


Reach, Yates 
Expects to Bill 
$8,000,000 in ‘56 


(Continued from Page 3) 
Messrs. Schwinn and Yates left to 
set up a consultant shop last Jan- 
uary, but this never materialized 
and Mr. Yates joined Leo Burnett 
Co. Mr. Schwinn is a consultant, 
operating out of Princeton, N. J. 
Among others he is consultant to 
International Latex, a client of 
Reach, Yates & Mattoon. 


= Mr. Reach told AA he will serve 
as president pro tem of the New 
York office of his agency, while 
continuing as chairman of the 
combined New York and New Jer- 
sey operation. Francis R. Risley, 
formerly exec vp in Newark, has 
been elected president of the Jer- 
sey company, and Harold Black, 
who was formerly in Newark, now 
becomes exec vp of the New York 
office. 

Other recent developments at 
the agency, which Mr. Reach said 
had not been announced previous- 
ly, included the appointment of 
Norman Gladney as tv vp. Mr. 
Gladney resigned as director of 
sales promotion for the Bulova 
Watch Co. to join the agency. Nel- 
son Metcalf, last with McCann- 
Erickson, also is a newcomer to 
the agency. He joined as creative 
vp on the International Latex ac- 
count. Mr. Metcalf enhanced his 


JAMES P. INCE has been named 
promotion manager of the Omaha 
World-Herald, With the editorial 
and promotion departments of the 
Des Moines Register and Tribune 
for the past 10 years, he succeeds 
Edwin T. McClanahan, who has 
joined the Denver Post as promo- 


tion manager. 


reputation in World War II, when 
he authored “The Kid in Upper 4.” 
The two form a team on the 
creation of tv and radio commer- 
cials for the Family Products and 
Isodine divisions of International 
Latex in connection with the rec- 
ord-breaking spot campaign an- 
nounced last week (AA, July 30). 
They are no strangers to each oth- 
er, since Mr. Metcalf worked on 
the Bulova account at McCann. 


MacManus Closes 
Offices in Chicago, 
Miami, Baltimore 


BLOOMFIELD Hits, Micu., Aug. 
1—Ernest A. Jones, president of 
MacManus, John & Adams, an- 
nounced this week that the agency 
will close three of its branch of- 
fices, in Miami, Baltimore and 
Chicago. 

MacManus recently announced 
the opening of a branch in Hous- 
ton. When present moves are com- 
pleted, the agency will be repre- 
sented in New York, San Francis- 
co, Los Angeles and Houston—and 
in Canada with a Toronto office. 

Mr. Jones did not give any rea- 
son for closing the three branches. 
In the course of the last twelve 
months, MacManus has lost the 
following long-time clients: 
Champion Spark Plug Co., Toledo; 
Ferry-Morse Seed Co., Detroit, and 
Dow Chemical Co.’s Dowell divi- 
sion, Tulsa. 


Bearden-Thompson-Frankel, 
Eastman, Scott Co. Merge 
Bearden-Thompson-Frankel and 
Eastman, Scott & Co., Atlanta 
agencies, have merged to form 
Bearden-Thompson-Frankel& 
Eastman, Scott, with offices in the 
Bearden-Thompson quarters, 22 
Eighth St. Principals are Warren 


|H. Bearden, president; E. Gerry 


Eastman, chairman of the execu- 
tive committee and planning; 
Merle A. Thompson, exec vp, and 
Norman Frankel, secretary-treas- 
urer. 

Department heads include Lu- 
cille Freeman, vp and copy chief; 
Edward L. Dover Jr., vp and art 
director; Harry A. Binford Jr., vp 
and account executive; John K. 
Kaiser, vp and production man- 
ager, and Robert W. Jensen, di- 
rector of tv and radio. 


Schnitzer Adds PR Unit 

Bernard B. Schnitzer Advertis- 
ing, San Francisco, has established 
a pr department to be headed by 
Don Keating, San Francisco pr 
counsel, assisted by Julie Hanen of 
the agency staff. 


General Foods’ Ad 
Spending Double 
Measured Figure 


(Continued from Page 2) 
stopped measuring network radio 
expenditures in July, 55). 


® Each year, in preparing the list 
of national advertisers, AA has 
been careful to point out that these 
figures do not include spending in 
media which, if added, would con- 
siderably augment the published 
figures. Also left out, of course, is 
the spending in local media. 

An _ advertiser like General 
Foods, which placed fifth among 
the top 100 advertisers in major 
media, thus spends more than half 
of its budget for such promotional 
media as local radio and tv, direct 
mail, point of purchase, dealer 
aids, etc, 

In the interest of seeing just how 
this part of General Foods’ ad ex- 
penditure is broken down, AA 
asked the giant food company to 
furnish such a breakdown. How- 
ever, GF declined, asserting that 
the figures would be extremely 
difficult to assemble, and that 
company policy on disclosing ad 
expenditures did not go this far. 


McGraw-Hill Publishes 
New Advertising Textbook 

“Modern Advertising,” by Har- 
ry Walker Hepner, has been pub- 
lished by McGraw-Hill Book Co. 
The book is an almost complete 
revision of Mr. Hepner’s earlier 
textbook, “Effective Advertising,” 
which was published in 1941 and 
1949. The text is divided in nine 
sections: Introduction, markets, 
product, media, the appeal, the ad- 
vertisement, advertising for special 
markets and purposes, budgets and 
expenditures, and advertising as a 
career. 

The author is a professor in the 
college of business administration 
at Syracuse University. He is di- 
rector of the National Panel of 
Consumer Opinion and Onondaga 
Consumer Research Panel (divi- 
sions of Batten, Barton, Durstine 
& Osborn). This new book is a 
companion volume to “Modern 
Marketing” by the same author. 
It has 740 pages; price is $6.75. 


Burton Browne Opens Branch 
Burton Browne Advertising, 
Chicago, has opened a branch of- 
fice in Los Angeles at 7559 Mel- 
rose Ave. Mal Mobley Jr., former- 
ly executive secretary of Western 
Electronic Show & Convention, has 
been appointed manager of the 


Buffalo Store 


new branch. 


Likes Agency as 
Its Ad Depariment 


(Continued from Page 3) 
tacts between buyers and the 
agency concerning specific mer- 
chandise and promotions. This has 
been: boiled down, so that virtually 
all contact is between Robert Ros- 
enthal, general merchandise man- 
ager, and Joseph Simmen, promo- 
tion manager of the store, and 
Peter King, account executive, and 
Helen Newman, copywriter, of the 


| agency. 


® Some concern originally had 
been voiced that the agency’s loca- 
tion away from the store building 
might present problems. Actuaily, 
however, the agency is less than 
one short hlock from the store— 
within easy walking distance. 

The agency is probably no fur- 
ther away from Flint & Kent than 
the advertising departments of 
some of the nation’s big stores are 
removed from some sections of 
those stores. 

Most of the regular contact at 
the store level is through the pro- 
motion director. There is a direct 
phone line between the store and 
the agency. 

Two weeks in advance of an 
ad’s appearance, the agency gets 
from the store the merchandise to 
be advertised. This merchandise is 
picked up at the store on a regular 
once a week schedule. 

Planning for specific merchan- 
dising efforts is made at the store 
six weeks in advance, at sessions 
attended by Messrs. Hahn, Rosen- 
thal and Simmen. These execu- 
tives then meet with agency rep- 
resentatives and provide them 
with a rundown of the advertising 
program for the month ahead. 


® Agency people add their think- 
ing to the program, arid a subse- 
quent meeting is held in ten days 
when plans for specific promotions 
are completed. 

On this basis, the store and 
agency are able to work about a 
month ahead, with plenty of time 
for planning, handling of mer- 
chandise by artists and copywrit- 
ers, approval of artwork and lay- 
outs and getting the ads to the 
newspapers. . 

There has been a_ noticeable 
change in the character and ap- 
pearance of Flint & Kent ads since 
the agency took over. Greater em- 
phasis is being placed on the store 
name, and more copy is of an “in- 
stitutional” nature. . 

One important copy change is 
adoption of a “Mr. Flint and Mr. 
Kent” theme, which is running 
through all the store’s advertising. 


s “Mr. Flint and Mr. Kent” art- 
work and copy is designed to 
bring out the store’s character, 
providing a base on which to 
build the advertising program. 

The new ad program is reported 
to have improved the store’s re- 
sponse from consumers. Merchan- 
dising techniques are being sharp- 
ened up through more effective 
ads, increasing the store’s over- 
all business volume. 


Swank Plans Fall Campaign 
Swank Inc., New York, manu- 
facturer of men’s and boys’ jewel- 
ry, is scheduling the largest fall 
and Christmas ad campaign in its 
history with extensive use of 
four-color full page ads in Sunday 
newspaper magazine sections and 
weekly and bi-weekly consumer 
magazines. Trade magazines will 
also be used. The schedule for “The 
Elegance of Swank” campaign is 
not yet completed. Handling is 
Robert M. Marks & Co., New York. 
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PLAYBOY 
TIES IN 

OVER 750,000 
IMPORTANT 
YOUNG MEN 


PLAYBOY ADVERTISING DEPARTMENT 
11 E. SUPERIOR 
CHICAGO 11, ILLINOIS 


I am an agency executive (or advertiser) and I’m interested 
in the new PLAYBOY READER SURVEY and the com- 
plete details on your merchandising program. Send a copy 
of the new PLAYBOY, too. 


PLAYBOY 


11 E. Superior * Chicago 11 * MI 2-1000 
270 Park Avenue * New York 17 « PL 9-3076 
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